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Rough Proofs 


Nagging relatives are kept outside 

im at ‘the old folks’ party given by the 

Cleveland Press. Come to think of 

| it. that would be a fine idea for 
. almost any party. 
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Americans spend four billions a 
year for liquor and only forty mil- 
™ lions for sporting equipment, this 
disgruntled industry reports. But 
shouldn’t part of the liquor bill be 
i: classified as sporting goods? 


They seem to sell a lot of golf 
balls, but any manufacturer would 
gladly trade his business for the 
amount his customers spend to for- 
set what happened to them. 


> + »¥ 


If you are one of the cynics who 
refuse to believe that everything is 
created for a purpose, please note 
that an advertising campaign has 
been started by the Maggot Prod- 

Bucts Company. And they mean 
mm maggot. 
; vgvwey 


If even the humble maggot can do 
its bit in hastening nature’s healing 
processes, there ought to be hope 
even for the honey bee that Wesley 
Ferrell uses to cure his sore arm. 


' Vv. 


The burlesoue issue of the finan- 
ave cial paper put out annually by the 
Bond Club is called the Baw] Street 
* fe Journal, but somehow or other it 
i doesn't sound so much like a bur- 
lesque. 
vy? 


More than 500,000 foreign tour- 

» ists have visited Germany in the 
past six months, officials declare. 
And it is to be hoped that none of 
them asked to see Hitler’s double. 
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The FTC accuses cosmetics 
manufacturers of employing 
demonstrators who appear as “dis- 
a | interested salespeople.” But maybe 
t that’s why they have to employ 
demonstrators. 
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pital Management, “help run up the 
food bill.” 

Those who know say feeding a 
nurse is as dangerous as inviting a 
chorus girl to dinner. 


“Nurses and doctors,” says Hos- 


. ww ww 


The milk industry must be in 
m Worse shape than you _ thought. 
Some special campaigns concentrate 
on days, and others pick out a week, 
but the dairy trade has grabbed off 
a whole month. 
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“Associated Press offers news for 
tadio sponsorship”—News item. 

At least one correspondent 
thought this belonged in the It’s- 
About-Time department. 


COAL FEET? 


This picture, believe it or not, ties in 
with the American Retail Coal Associa- 
tion's Chicago convention. The hose are 
made of du Pont's new Nylon product, 
whose component parts are coal, air 
and water. (Story on Page 29.) 


Lithographers Hold 
Window Display 
Usage Increasing 


Consumer Groups 
Harass Advertising, 
Bristol Declares 


Sales Executives Urged 
to Organize Defense 
Against Enemies 


Philadelphia, June 8.—Six hun- 
dred representatives of the nation’s 
leading business firms this week 
heard the consumer movement con- 
demned as a “challenge to advertis- 
ing,” as Lee H. Bristol, vice-presi- 
dent, Bristol-Myers Company, high- 


National Federation of Sales Ex- 
ecutives here with a bristling attack 
on self-delegated spokesmen whom 


=|he accused of attempting to drive 


a wedge between producers and 
consumers. 

The convention also heard two 
colorful analyses of current eco- 
nomic woes, with Frank W. Love- 
joy, Socony-Vacuum Oil Company, 
excoriating business men for “wast- 
ing their efficiency in the crying 
room,” and Dr. Paul Nystrom, 
president of the Limited Price Va- 


New York, June 8.— Although |Tiety Stores Association, ridiculing 


admitting that professional installa- 
tions of window displays in the 


(Continued on Page 26) 


lighted a three-day meeting of the | __ 


drug field may have fallen off sub- Coal Dealers Seek 


stantially, as reported in last week’s 


issue of ADVERTISING AGE, leading Producers’ Support 


lithographers this week asserted 


that regardless of this development for Industry Drive 
Chicago, 


drug advertisers who employ other 
methods of distributing their dis- 


use of this medium. 


Cites Plant Activity 


vice - president, 


his own company as an index, and 


to abnormal levels. 
Mr. Gonda asserted he knew of 
no drug advertiser whose 1939 


June 8.—Members 
play material are expanding their|the American Retail Coal Associa- 
tion today issued a formal reminder 
to producing interests that with gas, 
oil and electric interests spending 
Expressing the general viewpoint healthy sums for promotion of their 
of the lithographers, Frank Gonda, | Products, coal cannot be expected 
Einson - Freeman |tO maintain its competitive position 
Company, pointed to the activity of | Without equally vigorous promotion. 
The resolution calling for an in- 
declared that it is enjoying the best |@ustry campaign, under sponsorship 
business in 37 years, including the of all allied interests in the field, 
period when the jig-saw puzzle| repeated the demands voiced in 1938 
craze swelled lithographic volume | and 1937. 
Kline L. Roberts, executive secre- 
(Continued on Page 29) 


GETS SALES AWARD 


R. C. Cameron (right), sales manager, 
Kelvinator division of Nash - Kelvinator 
Corporation, receives the Howard G. 
Ford placque for outstanding sales 
achievement from R. W. Wermee, sales 
manager, Philadelphia Coke Company, 
at National Federation of Sales Execu- 
tives meeting in Philadelphia. 


NAB to Reveal 
Details of New 
Code on June 20 


Des Moines, Ia., June 8.—Pres- 
entation of the new code which has 
been under consideration by the 
Natioral Association of Broadcast- 
ers will be one of the features of 
the NAB sales managers’ meeting in 
New York in connection with the 
Advertising Federation of America 
convention, Craig Lawrence of Sta- 
tion KSO-KRNT, chairman of the 
sales managers’ committee, an- 
nounced here today. 


Mitchell to Speak 


The meeting will take place on 
June 20. The schedule includes an 
address by Curtis Mitchell, editor, 
Radio Guide, on “Sacred Cows of 
Broadcasting,” following which 
Neville Miller, NAB president, and 
Ed Kirby, director of the Bureau of 
Radio Advertising, will reveal de- 
tails of the code. Advertisers and 
agency men will be invited to at- 
tend. Mayor Fiorello H. LaGuardia 
of New York will be the luncheon 
speaker. 

The afternoon session will feature 
an open forum on “How to Sell 
More Radio Advertising.” All meet- 
ings will take place at the Waldorf- 
Astoria Hotel. 


window display budget has been re- 
duced, and claimed that many have 
boosted their appropriations. Al- 


Last Minute News Flashes 


though lacking figures on the sub-| Eqstern Railroads to Promote Rate Reductions 


ject, he indicated that high costs 
due to union demand -..uay have 


New York, June 9.—Passenger rate reductions recently decided 


dealt a severe blow to professional | UP" by the Eastern Railroads Presidents’ Conference will be exploited 


installers. 


in a cooperative newspaper campaign to be launched June 19. News- 


. s i j s ities are t ive copy stressing the 
He pointed out that a decline in papers in major Eastern cities are expected to rece py Z 


: - . reductions and the comforts of train travel. 
the use of professional installation Paul Lefton agencies, Philadelphia, and Lord & Thomas, New York, will 
divide the account. 


(Continued on Page 6) 


DIRECTORY OF FEATURES 


Richard A. Foley and Al 


Chrysler Used Car Drive Gains Momentum 


Realistic Attitude Urged Toward 
Growth of Consumer Movement 


Development Is Here 
to Stay, Cassels Tells 
Buffalo Conference 


Buffalo, June 8.—The attitude of 
business toward consumer educa- 
tion should be one of “cordial 
cooperation combined with scrupu- 
lous respect for consumer indepen- 
dence,” Dr. John M. Cassels, 
director of the Institute for Con- 
sumer Education of Stephens Col- 
lege, told the Business - Consumer 
Relation Conference here this week. 
The convention was sponsored by 
the National Association of Better 
Business Bureaus and 100 business, 
consumer, government and educa- 
tional organizations in the United 
States and Canada. 

Emphasizing that the consumer 
movement is here to stay and that 
it is more than a temporary, depres- 
sion-born phenomenon, Dr. Cassels’ 
remarks highlighted a two-day con- 
ference devoted to close analysis of 
all phases of the problem. 

Dr. Cassels has been a director of 
the institute at Stephens since its 
inception in 1937 under a grant 
from the Alfred P. Sloan Founda- 
tion. 


Government Role Discussed 


A pro and con discussion on gov- 
ernment’s part in consumer educa- 
tion was afforded in the respective 
addresses given by Donald E. 
Montgomery, consumers’ counsel of 
the Agricultural Adjustment Ad- 
ministration, and Walter D. Fuller, 
president of the Curtis Publishing 
Company. 

John Benson, president of the 
Four A’s, and Edward M. Kirby, 
director of public relations, National 
Association of Broadcasters, also 
addressed the conference. 

Other talks by representatives of 
several consumer groups are re- 
ported elsewhere in this issue. 

Dr. Cassels said that genuine con- 
sumer education has a great contri- 
bution to make to the general 
efficiency of the country, but if it is 
to be effective it must be honest, 
impartial and independent. 

The importance of consumer edu- 
cation will steadily increase for 
years to come, Dr. Cassels asserted, 
taking issue with those who cite 
the depression as a basic causal fac- 
tor of the consumer movement. 

“For an economic explanation of 
the force behind the movement we 

(Continued on Page 27) 


Bottles Land Job 
for John But He 
Won't Tell Where 


Boston, June 7.—Mystery sur- 
rounds the result of a promotion 
venture launched here recently by 


a college graduate who sought first 


TA. Detroit, June 9.—Substantial sales increases reported by Chrysler,|to find a job and incidentally to 
. ae Ad-libbing ...... teens -- 12) plymouth, Dodge and DeSoto dealers throughout the country as the re- prove that private enterprise is far 
a Basic Business Index oe .. 28) sult of the “World’s Fair Specials” used car campaign started early last| from dead and buried. 
Sar underwriting firm is prepared Coming Conventions .. ... 23| month has resulted in a decision to continue the promotion through the John A. West Jr., Chicago gradu- 
» insure advertising agencies Earnings of Advertisers. ........ . 21} end of June. Chrysler Corporation started the drive with an appropri-| ate (this week) of Massachusetts 
wealnst slips on radio programs. Editorials 12| ation of $500,000 with approximately the same amount contributed | Institute of Technology compared 
fcause, unfortunately, after ome ps mee through dealer cooperation. An additional expenditure will be required | his being 1 hed into the “busi- 
they're gone, they’re seldom for- Farm Paper Linage T ere ion the eutinted deine is eing aunc in e us 
gotten r Getting Personal rar iin ae ; ness nor = art - a =. 
. , P wr ; 
oo = Information fer Advertisers.......... 12 Newspaper Schedule Stepped Up for Vaseline peat ph Ginte y gto 
A cat may look at a king—but it | M#9e7!"e Linage .......... +++ 26 New York, June 9.—A new high in summer campaigns for Vaseline | 81 bottles addressed to advertising 
ne gets a peek at his majesty’s Obituaries ...-.++ 29] hair tonic will be reached by Chesebrough Mfg. Company late this | agencies throughout the country. 
“cial schedule, he’ll vote in favor | Photographic Review ...... 3 


month when an increased newspaper list will be used in Eastern mar- 
Rough Proofs kets starting June 26. 


Voice of the Advertiser... ; _. 18] Papers in 32 cities. 


Notes in these bottles listed his 
Insertions will range from 270 to 424 lines in 40 | qualifications and gave evidence of 


(Continued on Page 4) 


«remaining a cat. 


Copy Cus. 


The campaign supplements magazine copy. 
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AFA Launches Drive 
Against ‘Anti’ 
Textbook in Schools 


Reviews Book Used By 
an Estimated 3,000,000 
High School Students 


New York, June 7.—Fighting 
fire with fire, the Advertising Fed- 
eration of America today launched 
its campaign against dissemination 
of anti-advertising propaganda in 
the public schools. Opening gun 
in the AFA drive is a critical 
“expose” of a book which, the 
Federation asserts, is giving some 
3,000,000 high school students a dis- 
torted and unfair impression of 
advertising. 

Titled “Does Advertising Harm or 
Benefit Consumers?” the AFA pub- 
lication consists of an analysis of a 
chapter on advertising included in 
the book, “Introducton to Problems 
of American Culture,” by Prof. 
Harold Rugg, of Teachers College, | 
Columbia University. 

The review, written by Alfred T. 


| schools. 


Falk, director of the AFA Bureau of 
Research and Education, will be 
among the subjects discussed at the 
Advertising Club conference to be 
held June 21 as part of the Federa- 
tion’s 35th annual convention here. 

AFA revealed earlier this year 
(ADVERTISING AGE, Feb. 6) that a 
campaign had been undertaken to 
fight anti-advertising books used in 
Publication of the review 
of the Rugg book constitutes AFA’s 
opening blast. Advertising clubs the 
country over are cooperating by 
checking on books used in local 
schools. 


“An Economic Waste” 


The review of Rugg’s treatment 
of advertising and business charges 
that the author makes it appear 
that advertising today is mostly dis- 
honest, and that it is an economic 
waste causing prices to rise. Also 
charged is that the subject is un- 
fairly presented “through cumula- 
tive implications, unrepresentative 
examples and leading questions.” 

The review points out that Prof. 
Rugg strikes the keynote of his dis- 
cussion of advertising in beginning 
the chapter with a story which has 
the effect of putting nationally ad- 
vertised products in a bad light and 
is calculated to arouse suspicion of 
of all such products. 

The story is quoted as follows: 


TIMELY APPEAL 


tA 
W, ARE IDLE DOLLARS ._ part of the country’s three bil- 
hon dollars Excess Reserves you read so much about. Unul 


we get work we are stopping in the vaults of Central Bank. 
We belong to depositors of Central Bank, and we want to 


our owners neighbors. We will cake any kind of 
work and we want only reasonable wages 


work for 


We are honest workmen. We know our jobs. We are tired of 


being idle. Won't you give us a chance? 


Apply for our hire through loans . commercial, collateral, 
personal, F.H. A. modernization, F.H. A. building and other 


real estate loafis 


OREEE FERERAN REPEL) (HEREOOEE CORPORATION 


Idle money that seeks work is the key- 

note of a serious message told in a light 

vein by Central Bank, Oakland, Calif. 

The copy shown here is part of a cam- 

paign running in newspapers in Oakland 
and vicinity. 


“Two men were discussing the 
merits of a nationally advertised 
brand of oil. ‘I know it must be 
good,’ said one. ‘A million dollars 


Af 
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RCA Victor De Luxe Recorder, Model MI-12700. The 
finest equipment of its type for instantaneous rec¢ rd 
ing and immediate play-back, of all forms of sound 
Turntable speeds of 78 or 33% r.p.m., recording from 
center out or rm to center. Accommodates records 
from 6" to 16" in diameter. High-fidelity components 
used throughout insure best re sults both in recor ling 
and in play-back of completed records. Newly de 
ened cutting head Com lete with $ 00° 

Velocity Microphone and floor stand 475 
1} Recorder is also available in Portable type for 
$179.00° 


“1 KNEW THEY’D TAKE IT 
IF THEY COULD HEAR IT!” 


Here's a convincing and inexpen- 
sive way to present your radio pro- 
gram idea! Record it with the RCA 
Victor Recorder and let your client 
hear it at his convenience. You 
can make your recording under the 
You 


eliminate the possibility of any- 


most favorable conditions. 


thing going wrong in the audition. 


tion. 


expensive by recordings, oo: ae 


You can make several recordings 
and choose the best for presenta- 
If your client is miles away, 
you simply spenda few cents to mail 
him the record. Youcanusethe RCA 
Victor Recorder for study, for refer- 
ence, and other purposes. It will play 
back any record it makes at once. 

Many advertising presentations  U 
are made more effective and less 


IT’S THE NEW WAY...THE EFFICIENT WAY 
..- THE INEXPENSIVE WAY! 


especially presentations of advertis- 
ing and sales plans to distributors, 
dealers and salesmen. Salesmen can 
be trained with a minimum of time 
and expense and a maximum of 
efficiency when the sales manager 
can send his own voice to his entire 
organization by means of recordings. 

These are only a few of the many 
advantages you can gain with RCA 
Victor Instantaneous Recording and 
Play-back Equipment. Its reliable 
performance and fine tone are as- 
sured by RCA Victor's forty years 
of leadership in sound. 

Mail the coupon NOW! 


Trademarks “RCA Victor’ and ‘Victor’ Reg 
S. Pat. Off. by RCA Manufacturing Co., Inc 
performance, RCA VictorRadioTubes 
*Prices f. 0.b. Camden, New Jersey, subject to 
change without notice 


For fnerradi 
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worth of it is sold every year. You 
see advertisements of that oil every- 
where.’ 

“The other shook his head. ‘I 
don’t care how much of it is sold,’ 
he said. ‘I left a drop of it on a 
copper plate overnight and the drop 
turned green. It is corrosive and 
I don’t care to use it on my ma- 
chine’.” 


Questions “Authority” 


The review points out that the 
story is given an air of authenticity 
by including a footnote telling the 
page and volume of the authority 
from which the _ illustration is 
quoted. The footnote refers to Page 
258 of “Your Money’s Worth,” by 
Chase and Schlink, but in the Chase 
and Schlink book the story is 
termed a “hypothetical case.” 

Despite the use of an apparently 
false illustration, Prof. Rugg ex- 
plains the significance of “this little 
episode” and why it “tells us some- 
thing about the way people decide 
what to buy in America.” 

The AFA review asserts that 
these passages have the effect of 
pointing the finger of suspicion at 
all advertised goods, and that while 
the author does not say so directly, 
he leaves an impression that the 
mere fact of an article being well 
advertised should be sufficient rea- 
son for doubting its quality. 

Another section of the chapter, 
the AFA review reveals, implies 
that slogans are deceptive. Another 
comments upon the use of superla- 
tives in advertising, summed up by 
Prof. Rugg this way: “And so we 
see that we live in a bewildering 
world of slogans, catchwords, and 
superlatives, all appealing to us, 
coaxing us, threatening us, all cal- 
culated to make us buy.” The re- 
view proceeds to demonstrate that 
the Rugg implication that “to make 
us buy” is the essence of wickedness 
is an untenable theory, completely 
unsupported by the evidence. 

The textbook also mentions what 
is made to appear as the typical 
philosophy of agencies. Prof. Rugg 
quotes, again from Chase and 
Schlink’s, “Your Money’s Worth,” 
the following announcement of an 
unidentified “big advertising 
agency”: 

“We who have to bring in busi- 
ness, must get out before the be- 
loved customer and shout, search, 
halloo, promise, concede, coax, be 
funny, coo, thump, seek, knock, 
punish and get the order.” The 
review comments that such a state- 
ment from an alleged advertising 
agency would come as a shock to 
agency men today. 


Book Published in 1934 


Other comments in the 10-page 
review discuss references in the 
textbook which ignore mass pro- 
duction savings made possible by 
advertising, a distorted picture of 
industry in which it is claimed the 
strong national associations have 
suppressed individual competition, 
the claim that consumers do not 
need more than they now have, and 
the charge that advertising is to 
blame for installment evils. 

The book which inspired this an- 
swer from AFA is one of six which 
make up the Rugg Social Course, 
published by Ginn & Co. The vol- 
umes were used in 1934, according 
to claims by the publishers, by 4,200 
school systems. In the succeeding 
three-year period, the increase in 
the use of these books amounted to 
160 per cent, which leads AFA to 


its estimate that perhaps the bulk of 
this country’s 7,000,000 high school 
|students are subjected to Rugg 
| teachings. The 3,000,000 figure is 
| adopted as a conservative minimum. 
| Explaining the motives behind 
publication of this review, Col. Falk 
| told ADVERTISING AGE that copies of 
|the review will be sent to every 
daily newspaper in the country, and 
it is expected that many school au- 
|thorities will investigate the type 
lof advertising education being im- 
| parted to students. 

| AFA decided to reveal results of 
its investigation of anti-advertising 


propaganda among students, he said, | 


because other efforts fell short of 
;success. Publishers, when faced 
| with a protest, insist that a new 
| edition correcting the material is in 


process. Such corrected editions 
never seem to get published, he 
aid 


eel 


Record Campaign 
Launched for New 
White Owl Cigar 


New York, June 7.—The most in- 
tensive campaign ever scheduled by 
General Cigar Company in support 
of White Owls was released this 
week in West Coast cities with an- 
nouncement copy heralding the 
arrival of a new and improved 
cigar. 

The campaign will run for two 
months with insertions ranging in 
size from 750 lines to full pages, 
using 96 newspapers in 42 cities. 
Copy for newspapers in Eastern 
and Midwestern markets will be 
released shortly. 

Announcement copy describes 
two new shapes of the White Ow) 
cigar, “the long, trim Invincibje 
and the full-bodied Club 
House.” Both are advertised as 
“Blended-with-Havana,” and copy 
includes testimonials from promi- 
nent Cubans who praise the Ha- 
vana flavor of the new White Owls, 

In addition to the newspaper 
drive, two magazines will be used 
beginning in a few weeks. The 
magazine schedule includes Life 
and The Saturday Evening Post, 
J. Walter Thompson Company is in 
charge. 


AFA Gets Bid 
to Chicago for 
1940 Convention 


Chicago, June 8—The Chicag 
Federated Advertising Club decided 
today to invite the Advertising 
Federation of America to hold its 
1940 convention in this city. The 
AFA will meet in New York June 
18-22. 

Elon G. Borton, of LaSalle Ex- 
tension University, president of the 
local club, has appointed O. C 
Harn, managing director of the 
Audit Bureau of Circulations, to 
head the Chicago delegation and 
extend the formal invitation. 


KFAR Establishes 
Seattle Branch 


KFAR, under’ construction in 
Fairbanks, Alaska, has established 
a Seattle sales office in charge of 
Gilbert A. Wellington. He was 
formerly with George D. Close, Inc. 
newspaper representative, whose 
Portland office he managed. 

KFAR, owned and operated by 
the Midnight Sun _ Broadcasting 
Company, will be on the air about 
Sept. 15, 1939, with power of 1,000 
watts. 


Bureau Tells Growth 
of Hills Bros. Coffee 


Advertising Facts Number 19, 
the story of Hills Bros. coffee, has 
been issued by the Bureau of Ad- 
vertising, American Newspaper 
Publishers Association. 

The 12-page folder tells how Hills 
Bros. expanded its operations mar- 
ket by market, using newspaper 
advertising. 


ATTENTION VALUE 


PRACTICAL BUILDER'S 70,000 building 
contractor readers provide manufacture’ 
most direct method of contact at lowes 
cost with largest bona fide list. (Adve 
tisement.) 
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June 12, 1939 


ADVERTISING AGE 


in an 


centers where $4 out of $5 “22 
for retail sales are spent 


finns something in human nature that { z 
responds to size — whether you're publishing an * 
advertisement, erecting a building or running a circus. 


Elephants are a part of every circus—but only one is 
remembered by name and that is “Jumbo.” 


New York has thousands of big buildings—but the 
tallest is the Empire State and people pay a dollar to 
ride to the tower. 


And a full page in color in The American Weekly 
has an advertising impact, an impression value and 
a merchandising value alone in the entire field of 
advertising. 

Greatest Circulation 


That’s because this magazine gives you the biggest 
color page available in any national magazine—plus 
the biggest circulation in the world. 


That circulation will get results for an advertisement of any size, 
starting with 28 lines which is the minimum accepted. A firm of 
attorneys in Belfast, Ireland, recently reported that an advertise- 
ment of this size got more attention and helped them to locate 
more individuals in the United States whom they wanted to reach 
than any similar advertisement they ever used. The cost was $266. 


A book publisher who wanted to find the greatest possible number 
of people who had money to buy his wares, bought a back cover 
IN COLOR in the September 11th issue of The American Weekly. 


THEAMERICAN 


Greatest 
Circulation 


in the World 


== LAWEEKUY 


“The National Magazine with Local Influence” 


Main Office: 959 Eighth Avenue, New York City 


Branch Offices: Paiwoune Bioc., Curcaco 
Hearst Bine. 


Sas Francisco 


5S Wisturor Sousee Bovros 


Gesenat Morons Bive., Detaorr 


Orders for future pages depended on what that advertisement pro- 
duced in direct sales. And in a period of eight months this same 
book publisher has bought seven back covers IN COLOR, including 
one featuring a book at $3.65. The price of a back cover in color 
is $20,000. 


Biggest Color Pages 


Black and white advertising in The American Weekly is available 
in space units from 28 lines up, at $9.50 a line. Color advertising 
is available in half-page units for $10,500 — 1000-line units at 
$11,000 —four-sevenths page at $12,500. Color pages — THE 
BIGGEST COLOR PAGES available in any national magazine — for 
$18,000. 


Whatever the space, the advertising message is delivered to more 
than six and a half million families at the lowest cost per family 
reached. No wonder one of the biggest chain store organizations in 
the country, in a bulletin te its own sales department said: 


“No other advertising actually sells so much 
merchandise as an American Weekly color page.” 


Advertising in The American Weekly truly blankets the nation! 


Ais Cock-A-Doodle-Doo! 


The first six months of 1939 record « substantial increase in advertising 
linage published in The American Weekly over the same period of last 
year, and in the month of May orders secured for fature publication dur- 
ing 1939 were over 50% greater than the amount secured in May, 1938. 


Aacave Buioc., St. Lous . . 


Evisos Binoc.. Los Anceres 


Hansa Bivc., Creveraro 


.. 101 Manserta Sr, Artanta 


American Cranberry Exchange 
American Tobacco Co., The 
Anheuser-Busch, Inc. 
Armour & Company 
Associated Distributors, Inc. 
Babbitt, Inc., B. T. 

Bauer & Black 

Best Foods, Inc., The 
Borden Co., The 

Bourjois Sales Corp, 

Brazil Nut Association 
Bristol-Myers Co. 

Brookline Chemical Co. 


Brown & Williamson Tobacco Corp. 


California Fruit Growers Exch. 
California Packing Corp. 
California Prune & Apricot 
Growers Assn. 
Campana Sales Co. 
Canned Pea Marketing Co-op. 
Canned Salmon Industry 
Canning Peach Advisory Board 
Champion Spark Plug Co. 
Charis Corp. 
Chachoun Mfg. Company 
Chrysler Corporation 

Chrysler 

Dodge Bros. 

Plymouth 
Clorox Chemical Co. 
Coca-Cola Company, The 
Colgate-Palmolive-Peet Co. 

Cashmere Bouquet 

Halo Shampoo 

Palmolive Soap 

Super Suds 
Corn Products Refining Co. 
Corning Glass Works 
Cream of Wheat Corp. 
Davis Company, R. B. 
Dearborn Supply Company 
Demuth & Co., Wm. 
Dennison Mfg. Compan 
Drackett Products Co., 1 
Edison General Electric Appliance 

Company, Inc. 

Electric Vacuum Cleaner Co. 
Emerson Radio & Phono. Corp. 
Federal Life & Casualty Company 
Fitch Co., The F. W. 
Florida Citrus Commission 
Ford Motor Company 
Franco-American Spaghetti 
Frank & Co., Inc., S. M. 
Frigidaire Corporation 
General Electric Co. 
General Foods Corp. 
General Mills, Inc. 
General Motors Corp. 

Buick 

Chevrolet 

Fisher Body 

Oldsmobile 

Pontiac 
Glover Co., Ine., H. Clay 
Great Atlantic & Pacific Tea Co. 
Heinz Co., H. J. 
Holland Furnace Co. 
Hubinger Co., The 
Hudnut, Richard 
Hudson Motor Car Company 
Hygeia Nursing Bottle Co., Inc. 
Ingersoll-Waterbury Co., Inc., The 
International Cellucotton Prod. Co. 
lodent Chemical Co. 
Jergens Co., The Andrew 
Johnson & Johnson 
Kaufman Brothers & Bondy, Inc. 
Kraft-Phenix Cheese Corp. 
Kraft Cheeses 
Miracle Whip Salad Dressing 


The BIGGEST Co/or PAGE 


The SOCIAL REGISTER 
of AMERICAN BUSINESS 


A partial list of Important Advertisers in The American W eekly 
during 1937, 1938 and 1939 


Kellogg Company 
Kleinert Rubber Co., 1. B. 
Lady Esther Company 
Lambert Pharmacal Co, 
Lamont, Corliss & Co. 
Lane Bryant 

Larus & Bro. Co. 
Leeming & Co., Inc., Thos. 
Lever Bres. Co. 

Lux Soap and Flakes 


Spry 
Libby, McNeill & Libby 
Liggett & Myers Tobacco Co. 
Lorillard Co., Inc., P. 
Luden's, Incorporated 
Maiden Form ater nll Co., Inc. 
Maybelline Co., The 
Mentholatum Company 
Metropolitan Life Insurance Co. 
National Biscuit Co. 
Premium Crackers 
Ritz Crackers 
Shredded Wheat 
National Radio Institute 
Norge Division, Borg- Warner Corp. 
Norwegian Canners Assn. 
Norwich Pharmacal Co., The 
Ontario Travel & Publicity Bureau 
Pan American Coffee Bureau 
Paramount Pictures Corp. 
Park & Tilford 
Parker Pen Co., The 
Pennzoil Co., The 
Pepsodent Co., The 
Perfection Stove Company 
Pineapple Producers Cooperative 
Assn., Ltd. 
Potter Drug & Chemical Corp. 
Procter & Gamble Co., The 
Pullman Company, The 
Pure Milk Cheese Co. 
Quaker Oats Company, The 
Ralston Purina Co. 
Resinol Chemical Co. 
Reynolds Tobacco Company, R. J. 
Royal Lace Paper Works, Inc. 
Royal Typewriter Company, Inc. 
Schering Corp. 
Scholl Mfg. Company 
Scott Paper Company 
Sheaffer Pen Co., W. A. 
Silex Co., The 
Simoniz Company 
Slide Fasteners, Inc. 
Smith Brothers 
Smith & Corona Typewriters, Inc. 
Squibb & Sons, E. R 
Standard Brands, Inc. 
Chase & Sanborn’s Coffee 
Fleischmann’'s Yeast 
Sterling Products, Inc. 
Bayer Aspirin 
Phillips’ Milk of Magnesia 
Swift & Company 
Tea Bureau, Inc. 
Tide Water Associated Oil Co. 
Union Oil Co. of California 
United Artists Corp. 
United States Rubber Co. 
Van Camp Sea Food Company, Inc. 
Vick Chemical Company 
Wander Co., The 
Warner Bros. Pictures, Inc. 
Warren Corp., Northam 
Weco Products Company 
Wesson Oil & Snowdrift Sales Co. 
Westclox 
Western Auto Supply Co. 
Westinghouse Electric & Mfg. Co. 
Wise & Co., William H. 
Young, Inc., W. F. 


What $18,000 buys 


in The American Weekly 


A full page in color more than twice the size of any other magazine 
page in the world ... Over six and a half million families at a cost 


of less than 4; cent per family . 


.. the attention of the entire family 
instead of a single buying factor. 
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June 12, 1939 


NAB Protests 


New Regulations 
for Short Wave 


Networks Favor Status 
Quo on Latin American 
Broadcast Activity 


Washington, D. C., June 8.—Reg- 
ulations promulgated by the Federal 
Communications Commission gov- 
erning short wave broadcasts be- 
came a storm center this week as 
the National Association of Broad- 
casters registered a vigorous protest. 
Neville Miller, president of the 
NAB, asked the FCC to set aside 
in particular the following new reg- 
ulation: 

“A licensee of an international 
broadcast station shall render only 
an international broadcast service 
which will reflect the culture of this 
country and which will promote in- 
ternational goodwill, understanding 
and cooperation.” 

The NAB takes the position that 
regulations of this type are not only 
an arbitrary assumption of power, 


unwarranted under the act which | 


created the FCC, but is an abroga- 
tion of the right of free speech by 
minority groups. 


Viewpoint of Networks 


While neither of the two large 
networks wishes to be quoted pend- 
ing the Commission’s decision as to 
whether a hearing will be held on 
the question, they are said to be 
much concerned with the new rul- 
ing that international broadcasts 
may be sponsored under conditions 
laid down by the FCC. Strangely 
enough, neither network desires to 
broadcast under such conditions. 
Both have spent time and money in 
an effort to gain substantial listen- 
ing audiences in Latin-America. 
They believe that if short wave 
facilities are made available to ad- 
vertisers, it will become necessary 
to alter their previous schedules, 
possibly wiping out hard won gains. 

National Broadcasting Company, 
especially, will be satisfied to con- 
tinue short wave broadcasts on a 
sustaining basis. It believes that 
these programs have played an im- 
portant part in creating demand for 
radio sets, some of which are pro- 
vided by RCA Mfg. Company, of 
which NBC is a subsidiary. Fur- 
thermore, NBC believes that com- 
mercial programs will offend not 
only listeners in South America, but 


IT'S ALWAYS FAIR WEATHER... 


Typical scene at the annual ox roast sponsored by the Chicago Federated Adver- 


tising Club. 


(Left to right): R. B. Davis, Ladies’ Home Journal; Ned Chase, 


Country Gentleman; Rex Gay, Redbook; and H. R. Van Gunten, director of 
media, Lord & Thomas. The party drew an attendance of 1,000. 


radio stations in that country. To 
offend these stations by depriving 
them of revenue which might other- 
wise be theirs might cause RCA 
1 considerable loss of business. 
The viewpoint of Columbir 


ow53 National Advertisers 
are Saving with the a £-E 


Complete Market Informa- 


tion At Your Finger Tips 
Standard file folder style 
rate cards for each of the 8&1 
1&I dailies provide you with 
a timesaving, highly efficient 
way really to keep informed 
on the value of the vast, rich 
Illinois and Iowa markets. 


Busy agency men recommend 
regular use of these file folders 
and the market data booklets 
as an easy way to avoid plan- 
ning and scheduling headaches. 


Uniform merchandising co 
operation with a guaranteed 
minimum . . . uniform style 
ind form of market informa- 
tion with identical presentation 


from each market .. . uniform 
consumer and retail surveys 
are other IT&I features that 
help make your newspaper ad- 


vertising profitably easy. 


Daily 


401-02-03 Leland Bldg. 


HE list of 

agencies using the [&I Group Plan 
is constantly growing larger and more 
impressive. They are increasing sales and profits the easy way. 


; YW 


national advertisers and 


Here is proof that smart advertisers have placed their stamp 
of approval on this plan: the advertising of a large coffee com- 
pany and a leading cigarette manufacturer is now appearing in 


I & I dailies on 52 


week schedules . . 


. and more than fifty other 


advertisers are taking advantage of Frequency Discounts with 


13, 26, or 39 week programs. 


The success of this outstanding development in newspaper 
advertising lies in the fact that it enables you to reach 81 leading 
Illinois and Iowa markets with profitable consistency . . . and 
at the same time save money through Frequency Discounts. 


Save Up to 10% on Consistent Schedules 
from Each Paper Used 


The liberal L& I Frequency Discount Schedule is adopted to 


the requirements of both large and small advertisers. 


Any sched- 


ule of 50 lines or larger run once a week or more for 13—26— 


or 52 


used. 


or no extra cost. 


weeks earns you a Frequency Discount from each [ &T daily 
Often these savings enable you to use more papers at little 


Write today for your copy of the standard [&I Frequency 


Discount Schedule. 


One letter to central headquarters of either 


state association brings you up-to-date market data from all 81 
1&1 dailies. Simplify and modernize your newspaper advertising. 


Use I & I dailies regularly. 


Newspaper League of Illinois 


Springfield, Illinois 


lowa Daily Press Association 


405 Shops Bldg. 


Des Moines, lowa 


Broadcasting System was explained 
in New York yesterday by Albert 
Zalameo, of the short wave depart- 
ment of that network, in an address 
before the Export Advertising As- 
sociation. Mr. Zalameo said that 
short wave radio is performing a 
unique service to many isolated 
communities in Latin America in 
keeping them abreast of the news. 

Answering a question from the 
floor, he said that no figures are 
available to indicate the number of 
short wave receiving sets in South 
America, but that CBS is planning 
a survey on this point. 


Sees Freedom Curbed 


The letter of Neville Miller, NAB 
president, to Frank R. McNinch, 
chairman of the FCC, said that the 
new regulations would require a 
licensee to suppress spokesmen for 
minority groups if either the li- 
censee or the commission believed 
their views would not promote “in- 
ternational goodwill, understanding 
and cooperation.” 

“We are advised,’ he continued, 
“by several licensees of interna- 
tional broadcast stations that for- 
eign listeners rely upon stations in 
the United States as a source for 
unbiased and uncensored news of 
the world. 

“This reliance is based upon the 
fact that these listeners know that 
in the United States there is no gov- 
ernmental supervision or control 
over the matter to be broadcast. We 
feel that the confidence that has 
been developed in the independent 
operation of American shortwave 
stations will be destroyed when it 
becomes known that an agency of 
the government of the United States 
has laid down requirements to con- 
trol the program content of these 
stations.” 

Commenting on the provisions for 
regulation of advertising on short 
wave programs, Mr. Miller said it 
would be equally appropriate to 
censor publications carrying adver- 
tising destined for Latin American 
readers. 


McDermid Heads 
Sales Managers 


W. A. McDermid, managing di- 
rector of W. A. McDermid & Associ- 
ates, sales consultant, was elected 
president of the New York Sales 
Managers’ Club June 9. Other new 
officers are Leslie S. Gillette, U. S. 
Industrial Chemicals, Inc., vice- 
president; Elon G. Pratt, Smokador 
Mfg. Company, secretary; G. Lloyd 
King, Lamont, Corliss & Co., treas- 
urer. 

The new board of governors com- 
prises Henry Hoyns, Harper & Bro- 
thers; O. W. Kracht, Leather Trad- 
ing Corporation; W. E. Snodgrass, 
American Telephone & Telegraph 
Company: Elmer H. White, U. S. 
Rubber Products, Inc.; J. Graham 
Wright, Joseph Tetley & Co. 


Lansinger Enters 
New Field on Coast 


John M. Lansinger, founder of 
College Humor, has moved to Port- 
land, Oreg., from Chicago, and 
has entered the life insurance field. 

Mr. Lansinger is planning a heavy 
local newspaper advertising cam- 
paign to establish himself in his 
new profession. 


‘Air Raid’ Attack 
by Pepsi-Cola 
to Enliven June 


New York, June 8.— Pepsi-Cola 
Company is staging its own little 
air-raid scare this month as sky- 
writing airplanes roar over 37 cities 
in the United States and Canada 
form the phrase “Pepsi-Cola 5c” in 
mile-high letters. 

The promotion, the most extensive 
in Pepsi-Cola’s use of the aerial 
medium, has its feet on the ground, 
however, as Pepsi-Cola is backing 
the sky-writing campaign with in- 
sertions in 673 newspapers. 

Copy ranges in size from 85 to 280 
lines, with stress on the size of the 
bottle the consumer receives for his 
nickel. According to officials of the 
company, advertising expenditures 
are keeping pace with steadily 
mounting sales. Metropolitan Ad- 
vertising Company handles the ac- 
count. 


Bottles Land Job 
for John But He 
Won't Tell Where 


(Continued from Page 1) 
no small skill at copywriting. 
“Gold stored ’ere with me,” he re- 
minded his prospective employers. 
“Training in the arts, science, busi- 
ness—including marketing and ad- 
vertising. 

“Past experience in newspaper 
office, summer theater, steel mill. 
Best references. You’re going ahead 
and I’m going your way. Have you 
room in the hold for a man who 
can prove he’s worth his salt?” 

The agencies stuck to the nautical 
lingo in replying, and many of them 
indicated that he might “ship with 
them.” 

The college, today told Apver- 
TISING AGE that instead of land- 
ing a job in a Philadelphia agency 
as reported in several newspapers, 
John’s business future is still uncer- 
tain, “pending a survey of other 
offers.” 


Willard Plans 2 Drives 


Willard Storage Battery Com- 
pany, Cleveland, is planning two 
campaigns, it was revealed to 200 
distributors and wholesalers at a 
meeting in New York. The com- 
pany will place advertising in na- 
tional magazines and will also use 
direct mail. Distributors will use 
newspapers and direct mail. New 
copy will feature improved bat- 
teries and portable radios. Mel- 
drum & Fewsmith, Cleveland, is the 
agency. 


Acquires Grocery Paper 

Accord Publishing Company, New 
York, has acquired the National 
Delicatessen Grocer from M. M. 
Zimmerman, publisher and head of 
the A. D. S. Publishing Company, 
New York. A. E. Sylvester, adver- 
tising manager of the _ business 
paper under its former ownership, 
has been appointed vice-president 
and advertising manager by the Ac- 
cord company. 


KAUFMANN & FABRY CO 
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Feeding Fido is big business today. Dog food is one of the country’s 
largest selling canned products . . . something like a billion pounds 
a year. Neither an essential-to-life nor a luxury, dog food is a typi- 
cally American product for which universal acceptance and tremen- 
dous sales have been created entirely through advertising. You can 


learn a lot about your best markets by studying the best markets for 


canned dog food. 


In New York City, for instance, 1000 above-average-income fami- 
lies buy twice as much canned dog food a week as 1000 below- 
average families... one and a half times as much as 1000 average 
families. Above-average-income families constitute only 17% of 
th&city's population . . . yet they account for over 26% of the 


city's total canned dog food sales.* 


| Dog food to coffee to toothpaste, 
: the story is the same. New 
York's above-average- 
income families are nu- 
merous enough to form a 
major volume market. First to 
buy, easiest to sell advertised prod- 

ucts... they form the most profitable volume mar- 
ket available. By advertising in The New York Times, 


you concentrate your advertising among these fami- 


lies . . . so your advertising can concentrate on the 


business of selling-for-profit. 


Che New Pork Cimes 


“ALL THE NEWS THAT'S FIT TO PRINT” 


BOSTON * CHICAGO @ DETROIT 


* From a study by our Market Research Department, whose findings in the New York City 


retail grocery and drug store fields are available to interested executives upon request. 
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Congress Gets Bill 
To Set Up Consumer 
Testing Bureau 


Rep. Boren Presents 
Measure Which Failed 


To Get Action in '38 


Washington, D. C., June 6.—A bill 
which would establish standards of 
performance for consumer goods 
when such standards are in the pub- 
lic interest was introduced in the 
House of Representatives yesterday 
by Lyle H. Boren, Oklahoma Demo- 
crat. 

This bill is similar to one intro- 
duced by Representative Boren last 
year which failed to receive action. 
It calls for an appropriation of 
$250,000 to the National Bureau of 
Standards for the first fiscal year 
and authorizes the Secretary of 
Commerce to appoint an advisory 
committee for selection of goods 
upon which standards are to be es- 
tablished. 


| Standards Act,” or House bill 6652. | 


Representative Boren said the 
|purpose of the bill is to promote 
| confidence of buyers in the goods 
\they get and also to protect retail- 
lers, wholesalers and manufacturers. 
By letting the public know what it 
is buying, he said, the interests of 
all concerned will be safeguarded. 

The measure does not apply to 
foods, drugs, cosmetics and other 
products for which federal stand- 
ards are already provided by law. 

In part, the bill reads: 


Defines Bureau’s Duties 


| “It shall be the duty of the Na- 


duct such investigations and tests 
‘of any given product as may be 
necessary to determine the essen- 
tial and desirable characteristics of 
the product under consideration, 
and to formulate a standard apply- 
ing to such product. Such stand- 
ards shall be based insofar as prac- 
ticable upon performance and other 
useful characteristics of the product. 
When it appears desirable in the 
interest of the consumer to estab- 
lish more than one grade for a 
given product, such grades shall be 
designated as grade A, grade B, and 
so forth; grade A representative al- 


tional Bureau of Standards to con- | 


| 
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Harold R. Deal (left), advertising manager, Tide Water Associated Oil Company, 

San Francisco, and president of the Pacific Advertising Clubs Association, goes 

over plans for the annual advertising display that will be one of the features of 

the PACA convention in Oakland, Cal., June 25-30. 

Farnsworth and Jane Nichols, exhibit committee members, and Ray Rhodes, 
junior PACA president. 


With him are Harriet 


| Products may be further classified 
as to type, size, color, finish, or 


The official title of the proposed | ways of the grade of higher quality. other useful characteristic of value 


to consumers. 

“Any manufacturer in the United 
States manufacturing any article 
which complies with the require- 
ments set forth in a consumer stand- 
ard established under the provi- 
sions of this Act shall have the 
|right and privilege to label and iden- 
| tify such article accordingly. When 


j/a label is used for this purpose, it 


shall identify positively the individ- 


, | ual article together with the qual- 


|ity and grade thereof under such 
standard, and shall carry a guaranty 
by the manufacturer that the article 
meets the requirements of such 
standard. The wording of the label 
shall be as prescribed by the Fed- 
eral Trade Commission. The use of 
any such label which is false or mis- 
leading shall be an unfair or de- 
ceptive act or practice in commerce 
within the meaning of the Federal 
Trade Commission Act, as amended. 

“To encourage the use of labels 
on goods complying with the re- 


as established under this Act, the 
National Bureau of Standards shall 
maintain and distribute upon re- 
quest lists of goods guaranteed by 
manufacturers to meet the require- 
ments of a specific consumer stand- 
ard. To this end, manufacturers 
shall notify the National Bureau of 
Standards, in advance, of their in- 
tent to label a product in accord- 
ance with the provisions of this Act. 


Authority to Get Samples 


Sec. 5. Authority is hereby given 
the National Bureau of Standards 
to secure necessary samples of any 
product for investigation and test, 
through purchase in the open mar- 
ket or otherwise, employ personne] 
in the District of Columbia and else- 
where, establish laboratories, pur- 
chase supplies and equipment, per- 
form necessary travel, erect special 
temporary structures, and provide 
such other facilities as may be nec- 
essary for the establishment of 
standards for consumer goods, print 
and distribute these standards.” 


Window Display 
Usage Increasing, 
Producers Assert 


(Continued from Page 1) 


companies by drug advertisers need 
not necessarily hurt the popularity 
of the medium since installations 
can be made by representatives of 
the manufacturer or by retailers 
themselves. 

As far as the provisions of the 
amended federal food, drug and 
cosmetic act are concerned, Mr. 
Gonda said that advertisers who 
reproduce their labels on displays 
are going ahead with present com- 
mitments, having adopted a “don’t 
cross the bridge until you get there” 
attitude. 


ANA Adds Pacific Mills 


Pacific Mills, New York, has been 
elected to membership in the As- 
sociation of National Advertisers. 
F. S. Blanchard, in charge of adver- 


tising, will represent the company. 


River is 


the river 


erage in 
Industrial Employment 


State Trend. then, by 


$5,613,822 Rock Island 
Municipal Budget 
Greatest in History. 


ing Into” 


THIRD 
LARGEST 


New York 


THE RIVER DIVIDES 


No need to tell you that the Mississippi 


Illinois or between Davenport in Iowa and 


Rock Island-Moline in Illinois. 


What you may not know, however, is that 


IMPORTANT market. 


reaches 23,375—Great- 
est Since “Boom” Days . 
of Spring 1930. That’s a Fact! It means that you can 
adequately cover all of these communities 
* a ‘ : 
ONLY by using four daily newspapers. 
Moline Employment 
Increases 3.8% in April If you cannot afford complete coverage— 
against downward 


where the payrolls are the biggest, the buy- 
ing the greatest, the population the largest— 
Rock Island-Moline. 


e ONLY through DISPATCH- 
ARGUS 9 out of every 10 


182 Moline Projects homes coverage can you 
started in April; Chi- c i 
cago only Illinois City completely reach Rock 
with more. Island and Moline. The 


WRITE FOR THIS FREE BOOK . 


| A Copy of “The Tri-Cities—A Market Worth Look- 
| will be sent promptly on request. 


A Member of the Illinois Markets 


Nat'l Rep. The Allen-Klapp-Frasier Co. 


mad 


SSS" inthe UNITED STATES 


the boundary between Iowa and 


ALSO divides the newspaper cov- 
this fruitful, active, stable and 


all means — direct your lineage 
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™ EARLY AMERICAN WOODSMAN had 
a saying so pat that it has become a 
part of the language ...“ There's more 
than one way to skin a cat.” 

One test of a good advertising agency 
is whether it is master of more than one 


ouls 
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How to skin a cat! 


way to sell a product. For an advertising 
idea, no matter how good, tends to wear 
out—and must periodically be replaced 
or refreshed if the advertising is to con- 
tinue to do its job of winning the most 
readers and the most buyers. 
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Young & Rubicam, Inc. 
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Editorial Standard 
Held Key to Value 


of Business Papers 


Circulation Volume No 
Criterion for Space 
Buying, Says Duffy 


New York, June 8.—Editorial ac- 
ceptance on the part of readers was 
singled out here this week as the 
element of greatest importance to 
buyers of advertising space in busi- 
ness papers, by Ben C. Duffy, vice- 
president in charge of marketing, 
Batten, Barton, Durstine & Osborn, 
before a meeting of the Dotted Line 
Club. 


Circulation Not a Key 


Discarding circulation volume as 
a key to reader interest, Mr. Duffy 
declared that “many publications 
attempt and are successful in doing 
a better selling job on the advertiser 
than they have done on the reader. 
They have advertising acceptance 
but they lack a reader interest. The 
business paper space buyer believes 


LICENSE PLATE MEDIUM GETS NEWCOMER 


| AMERICA'S 


DAIRYLAND 


Wisconsin automobile plates will carry an advertising message for the first time 
in 1940, following Governor Julius Heil's approval of a bill to inscribe “America's 
Dairyland” on all of the state's automobiles. 


that advertising acceptance should 
be based on editorial acceptance 
and not volume of circulation.” 


Space Buyers Responsible 


Although he admitted that space 
buyers have in a measure been re- 
sponsible for forced circulation ex- 
pansion—among general magazines 
and newspapers as well as in the 
business paper field—Mr. Duffy 
nevertheless emphasized that “the 
basic ingredient of any publication 
is the editorial content.” If the edi- 
torial foundation is lacking. in 


[ 


quality, he remarked, other factors 
such as circulation, reader interest 
and advertising response are also 
handicapped. 

Outlining some of the factors 
that BBDO—‘“an agency whose 
business paper volume runs into 
seven figures’”—considers vital in 
space buying, Mr. Duffy said: 

“First, regarding the subject of 
audited circulation. With the Audit 
Bureau of Circulations available to 
publishers who have paid circula- 
tion, and the Controlled Circulation 
Audit available to publishers who 


FAWCETT WOMEN’S GROUP 


Advertising Revenue GAIN 
August, 1939, over August, 1938 


69.1% 


LARGEST REVENUE 
any August issue 
in Fawcett history 


Seventh Consecutive Month 


in 1939 that the FAWCETT 
WOMEN’S GROUP has shown 


an advertising revenue GAIN 


have controlled circulation, I see no 
reason why any advertiser should 
ever be put in a position of buying 
unaudited circulation. 


Selectivity Important 


“Second, business paper buying 
represents selective buying. More 
figures are available on the type of 
reader and his occupation in the 
business paper field than we have 
on any other media. Therefore, we 
are conscious of the selectivity of an 
audience when we buy business 
paper space. However, when busi- 
ness paper circulation is unduly ex- 
panded, the advertiser is likely to 
reach many people who are not 
primary prospects for his product 
or advertising message. When the 
audience of a publication becomes 
less selective, and the cost per thou- 
sand circulation is not reduced to 
compensate for the waste circula- 
tion, the advertiser is forced to buy 
expensive and wasteful circulation.” 

Sooner or later, he asserted, buy- 
ers of advertising space will have to 
decide the question: “When does 
circulation expansion make adver- 
tising uneconomical?” 


Network Billings 
Continue Rise with 
15.6% Gain in May 


New York, June 6.—May billings 
of the three national radio networks 
soared over the seven million mark 
for a 15.6 per cent gain over May, 
1938, aceording to figures released 
today by Columbia Broadcasting 
System, Mutual Broadcasting Sys- 
tem and National Broadcasting 
Company. For the first five months 
of the current year, billings were 
6.9 per cent ahead of the same 1938 
period. 

The three networks did a total 
business of $7,000,195 in May, as 
compared with $6,050,684 in May, 
1938. So far this year, billings total 
$34,671,220 compared with the 1938 
figure of $32,423,932. 


New High for CBS 


CBS surpassed all previous rec- 
ords with a May total of $3,063,329. 
It was the second time in history 
that billings for the network passed 
the three million mark. The gain 
over May, 1938, was 25.4 per cent. 
For the first five months of this 
year, CBS business totaled $14,058,- 
638 for a 4.4 per cent increase. 

NBC billings touched a new high 
for May as the network chalked up 
its 18th consecutive monthly gain. 
Time expenditures for the month 
amounted to $3,702,102, an increase 
of 8.4 per cent over May, 1938. The 
five month total of $19,216,533 rep- 
resented a 7.8 per cent upturn. 

Mutual recorded its 13th consecu- 
tive monthly gain with May ex- 
penditures for network time climb- 
ing 20.9 per cent to $234,764. For 
the first five months of 1939, Mutual 
clients spent $1,396,049 for an in- 
crease over the corresponding 1938 
period of 22.5 per cent. 


Maraniss Joins Columbia 
H. S. Maraniss, formerly with 
RCA Mfg. Company, Camden, has 
joined Columbia Recording Cor- 
poration, Bridgeport, Conn., as as- 
sistant to the president. The Co- 
lumbia Recording Corporation, a 
subsidiary of the Columbia Broad- 
casting System, was formerly 
American Record Corporation. 


James Selected 


Mark S. James, head of the Pitts- | 
burgh Commission for Industrial | 
Expansion, has been appointed | 
deputy secretary of the new Penn-| 
sylvania Department of Commerce. | 
He has been connected with the) 
steel industry for 20 years. 


Host to Clients 


The famed annual client party of 
Fuller & Smith & Ross, Inc., Cleve- | 
land agency, will be held at Kirt- 
land Country Club June 29. Lunch, 
golf and dinner will be features of 
the program. 


Sayman to Gardner 


T. M. Sayman Products Company, 
St. Louis, has appointed Gardner 
Advertising Company as its agency. | 
Sayman’s soap and other household 
products are produced. 


Richfield Features 


Money Back Offer 
in Eastern Cities 


New York, June 8.—Adopting the 
“double your money back” offer in- 
troduced in the gasoline field on the 
Pacific Coast last month, Richfield 
Oil Corporation of New York has 
begun a summer test campaign in 
14 newspapers in Eastern states. 

Richeld Oil Corporation, with 
headquarters in Los Angeles, first 
sponsored the theme in the gas field 
in six Western states in May. Rich- 
field of New York, which no longer 
is affiliated with the California com. 
pany, distributes only in Easter 
states and does not compete in any 
markets with the California Rich- 
field. 

The current test is slated to last 
for three or four months, with each 
newspaper receiving from 7,000 to 
8,000 lines during the drive. In. 
sertions range up to 1,250 lines in 
size. Sherman K. Ellis & Co. is the 
agency. 


Reverts to Early Copy 


Copy announcing the guarantee 
bears the headline: “Double your 
money back if you don’t think Rich- 
field is a champion of gasolines.” 
Richfield customers are promised a 
certificate at time of purchasing 
gas, guaranteeing a refund of twice 
the purchase price in case of dis- 
satisfaction. 

Use of the phrase “a champion of 
gasoline” is reminiscent of Richfield 
advertising of a decade ago. Rich- 
field of New York, which is now 
celebrating its 10th birthday, for- 
merly advertised its motor fuel as 
“the gasoline of champions.” 


Kelsey Forms Agency 

Clark B. Kelsey has resigned as 
merchandising director of the Na- 
tional Retail Furniture Association 
to form his own advertising agency, 
specializing in the furniture field. 
His quarters will be in the Amer- 
ican Furniture Mart, Chicago. 


Britain Spends $1,250,000 


British government expenditures 
on special publicity for recruits for 
civilian defense and for fighting 
services for the war office, ad- 
miralty, air ministry, home office 
and ministry of labor totals $1,250,- 
000 a year, Sir John Simon, Chan- 
cellor of the Exchequer, has re- 
vealed. 


Furgason Opens on Coast 
Gene Furgason & Co., New York, 
radio station representative, has 
opened an office at 681 Market 
street, San Francisco. Homer Grif- 
fith, formerly with Station KFWB, 
Los Angeles, has been appointed 
manager of the new office. 


J. L. Bidwell Shifts 


James L. Bidwell, formerly ad- 
vertising manager of Country Life, 
which has merged with Horse & 
Horseman, has joined the advertis- 
ing sales staff of American Home. 
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@ Presenting the march of progress 
-.. previewing the developments of 
the future . . . New York’s 1939 
“World of Tomorrow” is a glamor- 
ous affair, dedicated to the advance- 
ment and education of the world. 

But another “World of Tomor- 
row” was born half a century ago. 
lt was unheralded by a Grover 
Whalen, unidentified by the peri- 
‘phere and trylon. It was the open- 


ing of Oklahoma territory to settle- 


Tue Farmer-StockMaN  Mustietoe Exeress 


Fifty Years Ago 


ay _.’They Founded This | 
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ment by the white man in 1889. were two newspapers, The Daily time. They reflect a studied co- 
This “World of Tomorrow” was Oklahoman and Oklahoma City — ordination of men, methods and 


not built to be dismantled in a year Times, whose interests and whose 


machinery, render readers a news- 


or two... and forgotten. It was a history have been tightly interlaced 


with those of this “World of To- 


morrow” they have served so well 


paper service steeped in the state’s 


land of opportunity, built for per- pioneering glamor, do a merchandis- 


manence, planned to take its place ing job for advertisers that enables 


among the great commonwealths of | for the past half a century. those advertisers to gear sales to the 
the United States. Like Oklahoma, its foremost fast pace of the state’s own develop- 


Fashioned of this same fabric newspapers have stood the test of ment and growth. 
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THE OKLAHOMA PUBLISHING 
OKLAHOMA CITY 


COMPANY 
OKLAHOMA 


*: WKY,OxtanomaCrry +: KVOR,Cotoravo Sprincs +: KLZ, Denver (Affiliated Management) » Tue Katz Acency, Inc., Representative 
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June 12, 1939 


FIC Completes 
Long-Awaited Auto 
Industry Report 


Manufacturer Profits, 
Dealer Troubles Draw 
Recommendations 


Washington, D. C., June 6.—The 
Federal Trade Commission today 
released its long-awaited report on 
the automotive industry, a volumi- 
nous document which emphasizes 
with figures that are rarely dull the 
contention of both economist and 
business historian that this indus- 
try is one most expressive of ag- 
zressive enterprise. 

The FTC released no more than 
a comparatively brief summary of 
its report. The report itself totals 
35,000 typewritten pages, a word- 
age volume roughly equivalent to 
10 copies of “Gone With the Wind.” 

This summary, however, is com- 
prehensive enough to include con- 
siderable comment upon such ma- 
jor trends in the industry as the 
increasing concentration of manu- 


facturing and sales in the “big 
three”; profit and loss figures for | 
the “big three” as well as the “in- | 
dependents,” and a review of some | 
of the difficulties which have both- 
ered automotive dealers. On the | 
latter point it is equally stressed 
that several recent measures are | 
expected to improve the dealer’s | 
position in the picture. 


Industry Reaction Mild 


While the FTC report commented | 
liberally upon what it believes to} 
be the industry’s faults and made 
several recommendations, it did not | 
imply the possibility of any future | 
anti-trust action. 

In Detroit, industry spokesmen 
doubted that new legislation would 
be prompted by release of the re-| 
port. Many of the industry’s ills 
which the FTC discussed have al- 
ready been corrected, they said. 
Few further steps are believed nec- 
essary by manufacturers. 


Account for 90 Per Cent 


Analysis of the sales volume sta- 
tistics in the report shows that) 
three companies — Chrysler, Ford 
and General Motors—accounted for 
69 per cent of new car sales in 1937 | 
and slightly more than 90 per cent 
in 1938. 

In 1937, General Motors sold 39.7 
per cent; Chrysler, 23.2, and Ford, 
21.9. In 1938, General Motors sold 
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44.8 per cent; Chrysler, 25, and 
Ford, 20.5. 

Analysis of these individual com- 
panies graphically emphasizes their 
steady rise to dominating positions 
in the industry. During the 34 and 
one-half years of its existence from 
1903 to 1937, Ford manufactured 
27,000,000 automobiles and _ sold 
them for almost $14,180,000,000. 

Aggregate profit was $978,900,000, 
while capitalization increased from 
a scant $100,000 in 1903 to $636,- 
155,735 in 1937. Of additional in- 


| terest, however, is that Ford, dur- 


ing the ll-year period from 1927 
to 1937, accounted for but 0.1 per 
cent of the $2,375,000,000 profit 
made by the seven major manufac- 
turers. 

During this same time, General 


| Motors got 79.7 per cent, and Chrys- 


ler, 11.6 per cent, with 8.6 per cent 
being distributed among the smaller 
manufacturers. 


Recalls Merger Era 


The “case history” of General 
Motors shows that during its cor- 
porate existence it has acquired 
either the entire interest or a sub- 
stantial interest in 70 formerly in- 
dependent corporations. It has paid 
$500,000,000, mostly in stock, for 
these interests. Net profit, before 
payment of income taxes, from 1909 
to 1937 totaled $3,013,013,048. Dur- 
ing 1937 General Motors built ap- 
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--not to just part of it 


HE metropolitan area only be- 

gins to yield the true sales pos- - 
sibilities here. 

The real market is St. Louis PLUS, 
and that biq PLUS is the rest of 
this rich region spreading out 150 
miles in every direction. 


Here, surrounding and including 


St. Louis, is the famous 49th State, y 


compact, wealthy, easy to reach 
and to sell to. 


And one outstanding newspaper 
covers both the urban and extra- 
urban district, carrying your adver- 
tising throughout The 49th State. 


Here's coverage for which you 
pay no extra premium. 


a 


| proximately 35 per cent of all the 


| in the years from 1927 to 1937. The 
| rate of profit for General Motors 


‘loss of 0.28 per cent in 1932 to a 
profit of 66.24 per cent 


|ranging from a loss of 29.14 per 


| 


| substantial than in any other large 
| industry 


JUVENILE PROTECTION 


OTHER? OFT THE BAND-AmD, GuIcK: Will it be « skinned elbow, | 
varked thin? After it’s treated property, Band-Aid will hetp protect th 
cart .. help keep out Girt. For Band-Aid is a nest, ready «made adhesiv: 
vandage. You just stick it om It's easy to eppty. And Band-Aid stays o 
even on ewkwerd, hard-to-bendage surfaces. 


fohnions Jolimion 
BAND-AID== 


26 © bra? Orr 


A RED CROSS PRODUCT 


Human interest pictures of youngsters at 
play feature Johnson & Johnson's ex- 
panded summer campaign. 


world’s motor vehicles. 

Chrysler, youngest of the “big 
three,’ made a net profit, before 
income taxes, of $355,049,438 from 
1925 to 1937. 

The most lucrative periods for 
General Motors and Chrysler were 


during this period averaged 35.5 per 
cent per year and ranged from a 


in 1928. 
Chrysler averaged 28.59 per cent, 
ranging from a loss of 9.75 per cent 
in 1932 to a profit of 74.46 per cent 
in 1936. 

Ford was less fortunate during 
these years. Its average rate of 
return was a loss of 0.8 per cent, 
ranging from a loss of 13.89 per 
cent in 1932 to a profit of 15.26 per 
cent in 1929. 

Most of the smaller companies 
also fared well during these years, 
many reporting a higher average 
rate of return than the “big three.” 

Hudson averaged a profit of 9.4 
per cent, with a high of 41.39 per 
cent in 1927 and a low of minus 
17.33 in 1932. 

Nash ranged from a loss of 33 
per cent in 1934 to a profit of 75.63 
per cent in 1937, getting an average 
of 36.9. 

Packard averaged 21.25 per cent, 


cent in 1934 to a profit of 65.61 per 
cent in 1928. 

Studebaker averaged 6.13 per 
cent, with a high of 16.21 per cent 
in 1928 and a loss of 6.59 per cent 
in 1932. 


Consumers Gained, Too 

Consumers as well as the com- 
panies themselves have _ profited 
from the active competition in the 
industry. “Consumer benefits,” the 
FTC reported, “from competition in 
the automobile manufacturing in- 
dustry have probably been more 


studied by the commis- 


sion. 


“Active competition among auto- |~ 


mobile manufacturers, although 
some of them made very large prof- | 
its, gave to the public improved | 


/quirements and shipments of cars 


based on mutual agreement. Equi- 
table liquidation in the case of con- 
tract termination. Contracts defi- 
nite as to the mutual rights and ob- 
ligations of manufacturers and 
dealers, including specific provision 
that the contract will be continued 
for a definite term unless termi- 
nated by a breach of the “reason- 
able conditions.” 

These recommendations coincide 
with those voiced at the recent con- 
vention of the National Automobile 
Dealers Association, trade associa- 
tion representative for approxi- 
mately 15 per cent of the 40,000 
automotive dealers in the country. 


Juvenile Injuries 
Key Expanded 
Campaign for J&] 


New Brunswick, N. J., June 7.— 
In what is said to be the most am- 
bitious promotion ever devoted to 
a bandage product, Johnson & 
Johnson this week extended its 
campaign on Band-Aids to include 
rotogravure copy in 11 key cities. 
The newspaper list supplements a 
magazine schedule that includes 
Collier’s, Liberty, Life, Parents’, 
The Saturday Evening Post and 
True Story. 

The campaign is built around the 
minor casualties suffered by chil- 
dren on vacation and features dra- 
matic, candid photographs of 
youngsters in situations that are 
apt to result in bruises. 

Short paragraphs stress the im- 
portance of treating skinned elbows 
and barked shins quickly and ad- 
vise Band-Aids as the ideal first-aid 
remedy for protecting the injury 
after it has been treated. 

The new drive, according to com- 
pany spokesmen, is the result of a 
sales increase that has exceeded all 
expectations. The campaign will be 
continued through the summer, 
with 168-line space in rotogravure 
and quarter-pages in magazines. 
Some insertions will also play up 
the minor injuries to which adults 
are susceptible. Young & Rubicam 
is the agency. 


Jacksonville Club 


Elects Alfred Miller 

Alfred Miller, of the Miller Press, 
has been elected president of the 
Jacksonville Advertising Club, 
Jacksonville, Fla. 

Mr. Miller will head the club’s 
delegation to the Advertising Fed- 
eration of America convention in 
New York later this month. 


New Post for Peckworth 


Leonard B. Peckworth has been 
named Eastern manager of Spe- 
cialty Salesman Magazine, succeed- 
ing W. Curtis Sprong, who has 
joined Knapp Shoe Company, 
Brockton, Mass. 


Sheahan Joins Green 


P. J. Sheahan has been appointed 
production manager of Marvin 
Green, Inc., Chicago agency. He 
was formerly with Buckley, Dement 
& Co., and Simmonds & Simmonds. 


NOW 


products, often at substantially re- | 5000 WATTS 
| 


duced prices. In the 
industry this has 


automobile 


been especially | 


'true of those manufacturers who} And WFBR’ 


are able to obtain large volume of | 
production through competitive im- | 


provement in motor vehicle con- 
struction, style, performance and 
safety, particularly in the low- 


priced class. Such competition has 
been the basis for the remarkable 
growth of the industry.” | 

Less favorable was the FTC's 
comment upon the manufacturer- 
dealer contractual relationships. In 
some instances, according to the 
FTC, so much control] has been ex- 
ercised over the dealer that he has | 
been forced into uneconomic ways 
of doing business. It is these prac- 
tices which industry spokesmen 
said have been corrected in a large 
degree 

The FTC recommended that deal- 
ers be aided on these points: Less 
restriction upon the management 
of their own enterprise 


| Eowane PETRY & CO. 


Quota re- | 


s nationally rec- 
ognized showmanship and 
merchandising policies 


GIVE MORE POWER 
to your advertising 


NATIONAL REPRESENTATIVES 


} ON THE NBC RED NETWORK 
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“fot 1930 


is measured in agate lines by Media Records. 
lhe Times lead would be increased if stores 


cling both men's and women's shoes were 


added. This and unsegre gated men's and 


«women's wear basement department linage are 


not included. 


LOS 


REPRESENTED BY WILLIAMS 


‘Bur BOSWORTH, who lives in Los 
Angeles, has just made a $1400 investment. 
It seems that about two months ago Mary, 
his wife, got her first glimpse of the 1939 
Eureka 8. Of course Mary didn’t know the 
difference between a Eureka 8 or a Juniper 
6 or a Mapleleaf 12. But Mary did notice 
that the Eureka was the only car with that 
“perfectly wonderful shade of blue.” 


Now sensible Bill Bosworth is not the sort 
to invest $1400 just because his wife likes 
blue, but on comparison, the Eureka stacked 
up mighty well... perhaps the Juniper 
was every bit as good---might even have 
been his first choice. But as long as Mary 


LOS ANGELES TIMES... 


lst Evening Paper ... 


2nd Morning Paper 


Srd Morning Paper .... 
2nd Evening Paper .... 


LAWRENCE 


AND CRESMER., NEW YORK, 


liked that shade of blue---and other things 
being equal---well, why not? 


That’s the way it goes. Automobiles, fur- 
niture, soap, vacuum cleaners, refrigerators, 
right on down the line. 85 out of every 
100 purchases are influenced by women. 
No wonder national advertisers so often 
choose the newspaper that has proven it 
has the greatest feminine influence---the 
one paper in each city that leads in 
Women’s Wear Advertising. 


In Los Angeles that one newspaper is again 
overwhelmingly ---The Times! Here’s the 


record: 


.. - 622,023 
228,455 
167,225 
. 36,439 
. 30,162 


TIMES 


CHICAGO, DETROIT, SAN FRANCISCO 
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Why theStudents’ Essay Contest? | 


With the meeting in New York 
last week of the judges in the Na- 
tional Students’ Essay Contest spon- 


sored by ADVERTISING AGE, to de-| 


in the high 
divisions, the 


cide on the awards 
school and college 


task of completing the fourth an-| 


nual event conducted by this publi- 
cation was concluded. Now all that 
remains is to distribute the prizes, 
including the presentation of their 
awards to the two principal win- 
ners at the convention of the Ad- 
vertising Federation of America in 
New York, June 21. 

ADVERTISING AGE distributes $1,000 
in prizes to the students whose es- 
says on the subject, “How Advertis- 
ing Benefits the Consumer,” are 
found to be best, in addition to pay- 
ing the expenses of the two princi- 
pal prize winners to the advertising 
convention at which their awards 
presented. The other promo- 
tional expenses involved in giving 
the contest national publicity ag- 
gregate a good many thousands 
more. 

We have been asked why the con- 
test is conducted, and what we get 
out of it. The answer that in 
1936, when the idea first de- 
veloped, we made an editorial sur- 
vey of teaching methods high 
schools and colleges, and reported 
that advertising was being criticized 
severely, on the basis of the charges 
made in a number of books which 
purport to represent the 


are 


1S 


Was 


In 


consumer 


viewpoint Our feeling was that 
with so much adverse propaganda 
Business 

The big mail-order, chain store 
and other merchandising organiza- 
tions which are directly in touch 
with retail buying are reporting 


uniformly improved business. Sears, 
Roebuck & Co., for example, had 
the best May the of 
this great merchandising institution 
Chain stores food, drugs, cloth- 
ing and related lines have all been 


in history 


in 


making increases in sales volume 
These increases are in line with 
the improvement in retail business 
flected in the Index of Retail Ac- 
ty in 80 ) Important Markets pub- 
lished each week in ADVERTISING 
AGE Plu ign have replaced 
the losses recorded during most of 
last year and until a few months 
ago. The current figures are ahead 
of last year by much as 7.5 per 
cent, while the cumulative total has | 
finally gone ahead of 1938 to date 
The index represents the total 
yume of retail newspaper adver- 


against advertising going on in 
academic circles, attention should 
be called to its constructive side. 


The contest was the result. 

In conducting the event each 
year, ADVERTISING AGE has found 
that teachers and parents, as well 
as students, become keenly inter- 
ested in the subject and thus learn 
more about the contributions which 


advertising is making to the general | 


welfare. In addition, local newspa- 
pers and other publications, adver- 
tising clubs and other organizations 
use the contest as the vehicle for 
consumer educational activities in 
their communities. Thus an ever- 
widening circle of influence is de- 
veloped in behalf of a better under- 
standing and appreciation of adver- 
tising from the viewpoint 
consumer of advertised products. 
ADVERTISING AGE has not at- 
tempted to use the contest for pro- 
motional purposes. As far as we 
know, not a line of advertising has 
been solicited or purchased because 
of this effort on the part of the pub- 
lication. We believe, however, that 
in view of the general realization 
which the advertising field has de- 
veloped since the contest was 
started, that the consumer must be 
given more facts about advertising, 
we have been credited with a pio- 
neer activity which will help the 
entire field. That is a part of the 
job of every good business paper, 
and one which we have regarded 


as a worth while opportunity fo! 
service. 

. 

is Better 


tising run in the markets for which 


of the) 


reports are published. It is based 
on the belief, confirmed by other | 
statistical indicators, that retail 


sales and advertising have a close 
and consistent relationship. Depart- 
ment stores and other large 
advertising 
business goes 
volume 


retail- 
expendi- 
up, 
declines. 
Thus, factors being equal, 
the of retail buying in a given 
market is reflected in a remarkably 
accurate 


ers increase 


tures as and 
them 
all other 


rate 


reduce 


aS 


way in the retail newspa- 
per linage figures 

With consumer 
much 
able 


ous 


thus 
and with favor- 
indications coming out of vari- 


buying 


SO 
in evidence, 
other significant activities, busi- 
ness has firm ground for improve- 
ment of sentiment and for the de- 
velopment of plans intended to take 
advantage of the opportunity for a 
satisfactory volume of 


the remainder of 1939 


business for 


SUCCINCT COPY GEARED TO SELECTIVE AUDIENCE 


-Liberty 


Ad-libbing 


Step Up, Folks! 


Sales promotion managers are 


ing stunts to help them get 


[ 


GO| 


DEALERS 


000, rN, 


SEE AMOCO'S 
AMAZING, STUPENDOUS, 
COLOSSAL EXHIBIT 


NEW DERSWANDISNIS 
DETHODS 
SALES PLANS 


aad 


ADYVEATIONE 


YOURE IMITED 
ae 


NEW 
NEW 


thei merchandising stories’ to 
dealer organizations. One of the 
most spectacular of these, we think, 


Information 
| for 
Advertisers 


The following documents may be 
secured without charge from com- 
panies sponsoring them, or through 
ADVERTISING AGE, by any national 
advertiser or advertising agency 
executive writing on his business 
letterhead. 


No. 1505. 
wich. 


The Greenwich Press has issued 
this 56-page booklet containing a 
survey of the Greenwich, Conn., 
market, covering population, buy- 
ing habits and the relationship of 
its merchants to the community. 
The booklet has a chapter entitled 
“How to Be a More Successful 
Merchant,” containing suggestions 
for store arrangement, displays, 
better sales methods and so on. 


The Merchant of Green- 


No. 1506. Purchasing Power in the 
Montreal Market. 


The Montreal Star has issued this 
chart which shows the allotment 
of newspaper advertising linage 
for various classifications in the 
Montreal market during 1938. The 
text points out that the usual cen- 
sus returns do not subdivide pur- 
chasing power and sales into Eng- 
lish and French divisions, all out- 
lets being bi-lingual, and that re- 
corded expenditures in the English 


| the state and its industries to busi- | 


always looking for new and excit- | 
across | 


| producer 


| the 


| 
is the current three-ring circus} 
sponsored by American Oil Com- 
pany. 


Under the direction of George M. 
Glazier, Amoco’s 
chief, the drive started a couple of 
months ago and at this writing has 
concluded about 125 showings from 
Maine to Florida. The spirit of the 
whole thing symbolized very 
nicely by this handbill. Brilliantly 
colored circus vans are used to 
transport the props and the Amoco 
sales stimulators bedeck themselves 
in the traditional gaudy raiment of 
barkers, right down to flowing mus- 
tachios It's a swell show—but 
most important of all, it instructs 
as it amuses 


sales 


is 


Streamlined Indiana 

Indiana's newly-created Publicity 
Council will concentrate its major 
effort during 1939 on a 13,000 mile 
nationwide tour of a 16-car all- 
white streamlined train. which will 
travel from coast to coast and hit 
10 states, delivering a message for 


promotion | 


nessmen and the public. 


will finance one car, exhibiting the 


work of state departments, and nine | 
exhibit | 
Hoosier 


other cars, each with four 
spaces, will be rented to 
business concerns for promotion of 
their products. The project is ex- 
| pected to cost $150,000, and plans 
call for the use of about $25,000 
in newspaper 
cities where be in- 


the train will 


The state | 


advertising space in | 


spected. Mornings will be reserved | 


for dealers and distributors, with 
the public being welcomed in the 
afternoons and evenings. 

Biggest problem to be solved was 
the practical impossibility of keep- 
ing an all-white steam train white 
during the course of a 70-day tour. 


The answer: a daily bath for the 
entire train . with an Indiana- 
made soap. 


Break for Freight 

We've often wondered why rail- 
roads spend considerable sums talk- 
ing up their passenger service and 


comparatively minor sums doing 
anything in the way of promotion 


for their freight service, which is 
by far the most important revenue 
of most roads. Signifi- 
cant in this connection is a release 
just sent out by The Caples Com- 
pany in connection with a freight 
broadside this agency produced for 
Union Pacific. It says, in part: 

“Of especial interest to advertis- 
ing men is the fact that the broad- 
side does the unusual, by advertising 
the FREIGHT service of the rail- 
road. For, although the revenue 
from freight by far their most 
important source of income, in the 
past railroads have spent little or 
nothing on advertising addressed 
to shippers to show the distinctive 
advantages offered by railroad 
freight service.” 

The broadside itself is a very at- 
tractive four-color job, based on 
the theme that the railroad has im- 
proved its freight service 
sult of finding out what shippers 
want, and the illustrative material 
consists principally of full color il- 


1S 


as a re- 


| No. 


and French press provide a fairly 
accurate indication of where sales 
are being made. 


No. 1507. Merchandising 
Travel Field. 


This booklet, issued by Warwick 
S. Carpenter, provides interesting 
background data on the selling 
methods of common carriers, sales 
efforts of hotels and resorts, travel 
bureaus as a sales force and busi- 
ness publications serving travel bu- 
reaus. 


1488. 


to the 


Newspaper History is 


Being Made in Washington. 


In this brochure The Washington 
Post tells some of its past history, 
describes its “re-birth” in 1933 and 
enumerates the services and fea- 
tures which have been added since 
that time. 


No. 1494. 
Chart. 
National Broadcasting Company 
has issued this pocket size card, 
which shows the time in 144 cities 
in relation to each other during the 
1939 daylight saving time period. 


No. 1493. Men, Methods and Ma- 
chinery: 
Seven broadsides of a series have 


Daylight Saving Time 


| been condensed in this handsome 


32-page brochure to tell the com- 
plete story of the Oklahoma Pub- 
lishing Company. Profusely illus- 
trated, the book describes the 
growth and expansion of the com- 
pany and its part in the develop- 
ment of Oklahoma City, and the 
directorate and managers who co- 


| ordinate the company’s men, meth- 


lustrations of various types of | 
freight cars and freight engines, 
nade to look every bit as exciting 
as the usual illustrations of crack 
passenger trains 
Jottings 

A slogan new to us appears on 
the sign of the wrecker who is dis- 
mantling the old Capitol building, 
one of Chicago’s pioneer skyscrap- 
ers Instead of the conventional 
message about material for sale, 
the company is described as a 
lealer in lightly used skyscrap- 


ods and machinery. 


No. 1503. Here’s the B-P Plan. 
This folder, issued by Building 
Products, describes a technique for 
presenting product information to 
50,000 buying factors in the build- 
ing industry. It also analyzes re- 
sults secured by users of the B-P 
Plan. 
No. 1504. What 
Slidefilm? 
This small booklet is the newest 
in a series issued by Atlas Educa- 
tional Film Company. It contains 
some helpful pointers toward the 
production of interesting, entertain- 
ing, instructive slidefilms. 


Puts Life in a 


No. 1499. Selected and Guaranteed 


Consumer Audiences. 


This bulletin, issued by the Mo- 
tion Picture Bureau of the Y. M. 
C. A., outlines the features of the 
Bureau's film distribution service 
It offers a partial list of sponsors 
and an analysis of the Bureau's 
sound film exhibitors by states. 
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ADVERTISING AGE 


The Tribune’s influence as 


Chicago’s Fashion Medium 


begins 22 Ye Cnlle / 


Because of its record in producing quick response 
from women, the Tribune received 49¢ out of 
every dollar spent by Chicago department stores 
last year to advertise infants’ wear in newspapers 


R layettes and lipsticks, clothing 
and chinaware, Chicago women 
are accustomed to base their buying 
on what is advertised in the Tribune. 
They welcome it into their homes 
for its news, pictures and features. 
They turn to it for guidance when 
buying. 

Department stores and specialty 
shops spent in the Tribune last year 
48 % of their newspaper appropriations 
for women-appeal merchandise—more 
than they spent in any three other 
Chicago newspapers combined. 

If you want to sell more to Chicago 
women, reach them through the medi- 
um which, day after day, year after 
year, proves its appeal to this market’s 
largest constant audience of women. 


Every day of the week, the Tribune 


.t 2 


¢ 


i 
¥ 4 . 
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T INOREASING. CIRCULATION MEANS DECREASING MIL 
STEADY GAINS FOR THREE DECADES! 


Chicago Tribune average net paid total daily circulation for six-month periods 
ended March 31—1909-1919-1929-1939 


LINE COSTS! 


{| 1.200.000 


is read by more 


than 725,000 


families living 1909 


right in metro- 
politan Chicago. 
This is a majority 
of all the families in city and sub- 
urbs—practically as many metro- 
politan Chicago families as are 
reached by any two other newspapers 
combined. 

From one end of this metropolitan 
market to the other, women in every 
income grouping are attracted by the 
Tribune’s superior coverage of the 


Average net paid total 
circulation during the 
official six-month period 
ended March 31, 1939: 


903,922 Daily 
1,134,019 Sunday 


Examine the record for the past 10, 20, or 30 years, and you find the line of Tribune cir- 

culation mounting higher and higher. When you advertise in the Tribune you make the 

most efficient use of your budget today... and you buy in a medium which is steadily 
increasing its power to produce for advertisers. 


news, its famous comics and helpful 
feature and service departments. They 
follow the Tribune for the news of the 
world—and for news of the stores. 

To get response from Chicago 
women, build your advertising pro- 
gram around the Tribune. Rates per 
100,000 circulation are among the 
lowest in America. 


\NG CMe 


Chicuge Tribune .242. 


THE WORLD'S GREATEST NEWSPAPER 
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War Threats Exist 
in Headlines Only, 
Cunard Line Avers 


New York, June 7.—Seizing upon 
the recent absence of “war scare” 
headlines from Europe, both Cu- 
nard White Star, Ltd., and Thos. 
Cook & Son—Wagons-Lits Inc., 
broke newspaper copy this week 
expanding the “confidence” theme 
used in advertising last week by 
German Railroads Information Of- 
fice. 

Cunard, which used 42 news- 
papers two months ago to suggest 
to travelers that they “get behind 
the headlines’ and see Europe, 
placed copy this week in 32 papers 
to point out that “the Europe of 


| it very pleasant to travel in Europe, 


the tourist ... the real Europe... 
is still there! Why not see it?” 
Cunard copy, placed through | 


Newell-Emmett Company, em- 
ployed the picture sequence tech- 
nique in an_ insertion headed 
“Growing tired of ‘missing the 
boat?’” Five of the drawings were 
labelled to indicate a new “scare” 


during each of the past five years. | 
The final picture showed the same. 


man who in previous drawings had Pittsfield Ad Club 
been shown buying a newspaper | . 
with a headline “War Looms,” off Names A. C. Daniels 
on a Cunard trip to Europe despite | 
the headlines. 


Daniels & Co., has been elected pres- 


ident of the Advertising Club of 
Overseas Travel Continues Pittsfield, Mass. 


Copy points out that in one} Frank A. Woodhead, Pittsfield 
month alone the Queen Mary will | Coal Gas Company, has been named 
have transported over 4,600 passen- | vice-president, and C harles W. 
gers abroad, and that Americans| Coyle, Coyle Letter Service, sec- 
have visited Europe in large num-| retary and treasurer. 
pers in recent years’ despite | : 

“threats of disaster.” One for Golovin 

The Cook copy is the first which} Willard B. Golovin, Inc., 
the travel agency has released for | york, has been appointed to handle 
this season, and appeared in Bos-|the advertising of Plymouth Shops, 


Alfred C. Daniels, head of A. C.| Growing tired of “missing the boat”? 


New | 


ton, Philadelphia and New York. | New York, chain of specialty stores. | 


It relates the “actual experience of | Class magazines will be used. 

the ‘Man from Cook’s’” who has | eee 

just returned from a spring cruise | Schwender Joins Wilson 

to Europe. Copy points out that; john Schwender, formerly with 
“one weekly news magazine an-| Ppresba, Fellers & Presba, Chicago, 


nounced May 15th as the definite|has joined Wilson Advertising 
opening date of hostilities,” but that Agency, Tulsa, Okla., as account 
those who took the cruise “found | executive. 


far from the harrowing headlines.” |To Barton & Goold 

Whether the Cook campaign will | 
be extended to other cities where| york, has appointed Barton & 
the agency has offices will depend | Goold, New York, to handle its ad- 
on results of the present advertis- | vertising. 


ing. Cook has not advertised since | 


its “The Man from Cook’s” radio Gets “Farm Youth” 

program went off the air at the end | C. F. Megelin Company, Chicago, 
of the winter cruise season. Newell-| has been appointed to represent 
Emmett also handles Cook adver-| American Farm Youth, Danville, 
tising. Tl. 


Morgan Cotton Mills, Inc., New | 


Our 


“KNOWING HOW 


A major selling point for work produced by Printing 
Products Corporation that cannot be over-emphasized is 
the careful supervision each order receives. Be it a cat- 
alog, publication, broadside, booklet, folder or other pro- 
motional piece, from the very first step to the last, each is 
handled by men with years of experience in the highest 
quality standards ::: This experience of “knowing how” is 
one of the reasons why work done by this organization 
stands for the best that can be produced ::: When you buy 
printing we are prepared to relieve you of much respon- 
sibility. Our services when needed, aside from the actual 
production of printing, include planning, copy writing, art, 
photography, typesetting, engraving and electrotyping ::: 
Through our spirit of co-operation you will find us of value. 
But, of course, our real ability to weld with the efforts of 
your organization can never be known by you until test 
tells the story. Printing Products Corporation is at your 
service, and estimates on work now planned or for future 


consideration will be gladly given without obligation 


PRINTING PRODUCTS CORPORATION 
Polk and LaSalle Streets 


Service Extends Throughout the 48 States 


CHICAGO 


Phone: WABash 3380 


| 


| 


| Florida 


| summer 


NEW TRAVEL COPY Graham Cashes In 
as Superchargers 


Win on Speedway 


B35 
=” a og Detroit, June 6.—When first and 
' “4*\ | | second place winners in the Indi- 
dS anapolis speedway races crossed 
‘the finish line last Tuesday driv- 
= a but “ire * | \ing cars equipped with supercharg- 
ers, Graham Paige Motors Corpora- 
tion lost little time in capitalizing 
upon this promotion “natural.” 

Within a few hours after the race 
was over, lithographers were hard 
at work on giant-size telegrams, 
“addressed to Mr. and Mrs. Amer- 
a ica, care of Graham dealers every- 
, where.” 

The telegrams pointed out that 
first and second place winners in 
the race drove supercharger 
equipped cars and that “Graham 
is the one stock car in America of- 
fering this engineering triumph.” 
The telegrams were signed by Rob- 
ert C. Graham, executive vice-pres- 
ident. 

In addition to over-size reproduc- 
tions of the telegram, dealers were 
supplied regular size pieces for di- 
rect mail advertising. Foreign pro- 
motion, capitalizing upon the event, 
is also under way. 
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The Europe of the tourist...the REAL Europe 
.+-45 still there! Why not see it? 


‘Year aber year threats of disamer Basis s-pleney for worry, of course, bert it mally 
oda happre’ And doubly forvunate those |ucky ones who ignored the beadlines 
saw che ree! Europe... and rerurned with lasung, happy memories of old 


world lovel.ces. 
What about this year? 


On her laces sailing the QUEEN MARY carried 1655 passengers —180 more 
thea o cus come last year in fact, @ one monch thus ship alone will have taken 
over 4600 passengers ro Europe’ Americans err going sbrosd Why nor you’ 


40 SAILINGS DURING JUNE AND JULY—TO ALi furore, 


Duprene tervece— New Yor 
vy ” 


eed boorhempros QUEEN MARY fuer) 1) 

july |) MAURETANIA Mastow wopage enarward) june Se 
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New York co Come, 


La-Teen Retains Iola 


La-Teen Corporation, Irvington, 
N. J., manufacturer of hand and 
hair preparations, has appointed B. 
|D. Iola Company, New York, to di- 
Cunard White Star is using the picture rect its account. Murray Hirsch 


Bet sorengs pour imal ware ogee or Cwnard Dhow Siar 
29 Brnadway and 618 Fifth Avenae New Yort 


THE BRITISH TRADITION DISTINGUISHES 


CUNARD WHITE STAR 


sequence technique to urge travelers to | is account executive. 
visit Europe. ——————_ 
= - Issues Dealer Catalog 
; | A sporting goods dealer catalog 
Canned Fruits has been issued by National Sports- 
. /man, Inc., Boston, publisher of 
Occupy Attention Hunting & Fishing and National 
= | Sportsman. 
of Florida Growers ——— 

Lakeland, Fla., June 7.—Having Issues Sales Manual 
completed its winter and spring| A toilet goods sales manual has 
campaign in behalf of fresh fruits, been issued by Chain Store Age, 

Citrus Commission this | New York, as a separate section of 
week outlined plans for its regular | the June Variety Stores edition. 
drive for canned citrus | — == 


products. 
First insertion in the campaign | 


will be a color page in the July | ’ 
Ladies’ Home Journal, to be fol- 
lowed by a half page in color in| 


The American Weekly for June 25. 
Magazines which will carry black- | 
and-white citrus copy include 
American Home, Better Homes & 
Gardens, Collier’s, Good Housekeep- 
ing, Liberty, Life, McCall’s, Physical | 
Culture, The Saturday Evening | 
Post, and True Story. 

In addition to the consumer 
magazine schedule, advertising pro- 
moting Florida canned fruit will 
appear in grocery, druggist, hotel, 
and restaurant publications. A car 
card campaign in New York’s street 
cars, subways, buses and elevated 
trains was launched in May and 
will be repeated in July. 


Dealers Like Tie-ups 


TIME WORTH? 


Business Men Who Ask 
This Question—Find 
It's Cheaper to Fly! 


Wathen: aca 


Reproductions of the car cards 
are being used also in store dis- 
plays, requests for which are un- 
usually heavy this year, the com- 
mission reports. 

An unusual feature of this year’s 


A FACT: On many average 16-hour 
business are ow can gain 12 hours— 
by flying TWA! It may be costing you 
money not to fly! 


COAST TO COAST—overnight via 


canned fruit campaign is the pro- TWA! You gain 2 full days of valuable 

: : business time—over the fastest ground 
motional effort being expended travel. Fare $149.95 
abroad. Advertising in the United Hundreds of sales and business ex- 


ecutives are now encouraging their 
men to fly. REASON: Studies show 
that for any employee earning more 
than $1.50 an hour—IT’'S CHEAPER 
TO FLY! 

CHICAGO TO NEW YORK—3 hrs. 
55 min.! Now, 8 flights a day each 
way (2 nonstop). Fare, $44.95. *‘Com- 
muter Air Service’’ connecting all 
intermediate cities. 


10% Discount on Round Trips! 
Vacation via TWA! Enjoy 14 days of 
your 2-week vacation where you want 

to be—with no days out for travel! 


Phone Travel Agent or TWA for rates 


Kingdom has been undertaken be- 
cause exports of canned grapefruit 
have shown a sharp increase this 
season, and it is estimated that one 
out of every three or four cases of 
Florida canned fruit will be con- 
sumed by British subjects. 

Arthur Kudner, New York, is the 
agency for the commission. 


Meier Appoints Croydon 


anywhere. 
oS SSeS See ee eee, 
: , f 
Joseph Meier, Inc., New York, SALES MANAGERS: Award the winner 
has named Croydon Advertising of your next sales contest a TWA ticket 


to both World's Fairs. Onty TWA will 
take him there via Grand Canyon and 


Agency, New York, to direct pro- 
- Boulder Dam' 


motion of its transparent cellulose 
products. Business papers and di- 
rect mail will be used. Walter L 
Freedman is account executive. 


MAIL THIS COUPON to Transcontinental 
& Western Air, Inc., Kansas City, Mo., for 
FREE BOOKLET on TWA'‘s direct service 
to New York and San Francisco. 


Name —_ 


Maloney Advanced 


J. P. Maloney has been appointed 
advertising manager of The Dakota 
Farmer, Aberdeen, S. D. He was 
formerly in charge of the Minne- 
apolis office and will continue in 
that location 


Address 


+, 


State 


SHORTEST, FASTEST 
COAST-T0-COAST 
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Package Trend Felt 


| 
| 
| 


in Furniture Field — 


At Market Opening 


Minimum of Handling 
Welcomed by Dealers; 
Show Draws Well | 


Chicago, June 7.— Pre-packing, 
which was merely the germ of an 
idea a year ago, emerged as one 
of the livest developments in the 
furniture field as the annual sum- 
mer market got under way here 
this week, a month earlier than 
heretofore. Revised specifications 
for pre-packing were announced at 
the American Furniture Mart by 
the committee of the National Fur- 
niture Association and the recently 
formed Furniture Pre-Pack Asso- 
ciation. 

Although Lawrence Whiting, 
president of the Furniture Mart 
Corporation, explained that the 
June market represents a compro- 
mise, and one for which many dire 
predictions were made, registration 
on opening day amounted to 3,036,- 
603 greater than a year ago, and 
only 218 below 1936, when a new 
peak for attendance at summer 
markets was established. 


How Pre-Packing Works 


Pre-packing is an adaptation to 
the furniture field of the packaging 
idea in general consumer merchan- 
dise. Virtually all manufacturers 
have adopted the new plan, which 
makes it possible for the dealer to | 
sell from samples and deliver from 
stock, with a minimum of handling. 
In pre-packing, some wood is used 
for bracing, but the main covering 
consists of heavy board. The in- 
novation has opened a new market 
tor many manufacturers such as 
American Box Board Company, 
California Container Corporation, 
Container Corporation of America, 
Corning Fibre Box Corporation, 
Fibre Board Container Company 
end many others which have sub- 
scribed to the new specifications. 

Pre-packing is used on tables, 
benches, chairs, bed ends, stands, 
bureaus, chests of drawers, 
chiffoniers, chifforettes, dressers, 
high boys, low boys, washstands, 
vanities, china cabinets, secretaries, 
dining room tables, buffets, side- 
boards, desks, bookcases and other 
furniture. One result of pre-pack- 
ing is to reduce weight, and thus 
increase the amount of furniture 
required to make a carload, thus 
helping the manufacturer. 


Peek Into the Future 


“The Home Furnishings Store of 
Tomorrow” was described by T. D. 
Gottlieb, president, Porter Furni- 
ture Company, Racine, Wis. Mr. 
Gottlieb, in planning the renovation 
of five old buildings he had bought 

1ouse his business, made an air- 
plane trip through the United 


rapice 
laCas, 


_ MISSOURI en 


wai ~~ - *~ 


Water Transportation 
Starts for Omaha 


A big new attraction to industry 
n Omaha is the recent opening 
of the 500-acre industrial area of 
the Union Pacific Railroad. The 
Socony-Vacuum Oil Co., first to 
ocate on the area, expects to 
barge 5 million gallons of gasoline 
per year up the Missouri River to 
Omaha. 


. another new development on 


the PLUS side of the Omaha- 


Nebraska-Southwestern lowa terri- 
tory, reached by 


World-Herald 


Notional Representatives: O'Mara & Ormsbee. Inc. 


States to see what was new in re- 
tail establishments. The trip con- 
vinced him that he wanted none 
of the shining, black structural 
glass and other synthetic modern 
materials, but a store that would 
symbolize friendliness. 

The Mahogany Manufacturers 
Association and American Walnut 
Association assisted in developing 
a formula which permitted the use 
of an unusually large walnut panel 
on the exterior of the remodeled 
buildings. Another idea that came 
out of the inspection tour was the 
conviction that the stores which 
are proving most successful today 
are those which are able to attain 
an atmosphere of intimacy. Ac- 
cordingly, Mr. Gottlieb left the di- 
viding walls as they were. 

Another innovation in his estab- 


lishment is elimination of ceiling cannot even be seen. We wanted 
lighting fixtures in favor of the|some feature in our carpet de- 
type of lighting generally used in| partment to demonstrate the possi- 
homes. Mr. Gottlieb expressed the |bilities of this fabric, and 


| opinion that this is the first time | eventually hit upon the idea of a 


in the United States that consum- | ‘carpet bar.’ This is an elliptical 
ers have been able to judge colors! rail, 42 inches high and 24 feet 
and textures under the identical | long. On this carpet bar we have 
type of lamps they use in their own | reproduced in carpeting the trade- 
homes. The result will be a reduc- | marks of 48 of the principal indus- 
tion in volume of returned mer-/|tries of Racine. This has drama- 
chandise, he said. tically demonstrated the possibility 


“We worked out an idea in our| of this type of carpet and has also | 
created good will which no amount | 


carpet department that also caused | 
considerable comment,’ said the | of money could buy.” 

speaker. “We have been highly suc- | 

cessful with lock-weave carpeting | 

where any type of design can be | Home Experts Meet 

created without special weaving or The annual convention of the Na- 
looming. It is the type of carpet-| tional Home Economics Association 
ing in which a cigarette burn can be | will be held at San Antonio, Tex., 
repaired so efficiently that the scar| June 18-23. 


WATCH NEWSWEEK 


Tom Nokes Heads 
Johnstown Club 


Tom Nokes, general manager of 
Johnstown Poster Advertising Com- 


‘pany, has been named president of 


the Advertising Club of Johnstown, 
Pa. 
Other new officers are Wilber C. 


|Mulhollen, first vice-president; Ed- 


ward F. Daily, second vice-presi- 
dent; G. Fritz Moore, treasurer, and 
Homer B. Ruffner, secretary. 


Nahser Forms Agency 


Frank C. Nahser, formerly with 
Fred H. Ebersold, Inc., has opened 


‘his own agency at 919 N. Michigan 


avenue, Chicago. Stanley H. Ham- 
berg, formerly wih Erwin, Wasey 
& Co., Kirtland-Engel Company 
and Screenland, has joined the new 


‘agency as account executive. 


THERE IS SIGNIFICANCE IN NEWSWEEK’S MAY GAIN 
OF 98% IN ADVERTISING LINAGE. For the first five months 


of 1939, Newsweek rang up an 87.2% increase in linage . . . the 


greatest gain of any magazine. 


What’s back of Newsweek’s continuing climb? For one reason, 


its Outstanding economy as an avenue to America’s ace families. 


By all available data, a dollar spent in Newsweek (on a page basis) 


reaches more families with above $3,000 incomes, than can be 


reached through any other magazine. 


William D. McDonald, of Henri, Hurst and McDonald 
says: “Newsweek magazine is, in my opinion, worthy 
of commendation, I like the way the news is handled 


I like che mechanical make-up, and I note that the 


advertising volume is leaping ahead” 


SIGNIFICANCE 
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Lenox Lohr 


| j ° . \“cash outgo” was 95 cents instead | worker, $1.08 as compared with $1. 
lohy looks 10 — ge — fc Statistics Reveal of $1 as in May, 1938. Farmer - ery — ety _ 
| The Omaha Chamber of Com- . £ The “real income,” Investors|compared wl . 4dnvestor, 
— _ — ye 2 ogg Rage 12% Gain in 1939 | Syndicate explained, is not merely | cents, as compared with $1. 
s «8 yalg ) € ac S ’ | . : 
aha area. Posters will be used ° |subtraction of cash income from 
Television As oe. Nebraska and Wyoming. Real Income | cash outgo, which would be an in- | Sokol Names Wesley 
| Working with the group are C. C. Minneapolis, June 6.—Purchasing | dex of savings rather than real in- } Sokol Brand Products, Inc., New 
|Buchanan, of Buchanan- Thomas power or “real income” gained 12| come, but an average relative figure | York, has appointed Wesley Asso- 
reatest a esman Company, O. Ww. yf nom og cents on the dollar from May, 1938,|of income and outgo designed to|ciates, New York, to handle its ac- 
| Seren nn Drive’. toe gx, to May, 1939, Investors Syndicate | show how the cost of living affects — he ag oer nag ge 
. ‘ la ok aoa oe ; o- reported today in its monthly an-| the adjusted dollar income. olish style Unned nam Ss 
P d t F t N t k| Co-, and Stuart Potter, Bozell & sis ic tr ; _ papers will be followed by con- 
reaicts Firs CTWOFK) FF cobs. alysis of economic trends. “Cash income,” the report read,| Sumer advertising. 
Will Extend from Bos-. iain “Real Income” $1.12 Press ieee except invest- ead 
4 . ‘Real income,” or what the con-|ments 1s Howin o consumers in s 
ton to Washington Hinz Named sumer can buy with his cash income | larger amounts than in 1938 and the aap pity Guile 
| De ~ 7 4 ¥ si 4 fears yen- ; or - . : > > i > iti j Mag ° , 
New York, June 7.—Major niet leent eaaer Gk Dees bao om —— - — hsaeier = 3 Waa dices oe various New York, has doubled its adver- 
Lohr, president of the National ing Company Cleveland, has been and Chis Vs jee a _ ' t - ean eae deat Gn fol. | Using, budget and will use photo- 
Broadcasting Company, today pic-|named national representative of | 2%, compared with $1 a year ago. | types ‘Wane ecto $1.20 in 1939 a graphic publications during July 
tured Sstewiolon as potentially the | all street car advertising companies, “Cash income” was $1.06 as com- | lows: age earner, . a hee and August. Walters Advertising 
grentest sania of aoods yet devised, | with headquarters in Detroit. pared with $1 a year ago, while | compared with $1 in 1938. Salaried | Associates, New York, is in charge. 
but indicated that the fledgling in- | = <= : ——————— : 7 si sgteasictiRogtiim, ‘i 
dustry has three problems to solve | 
before realizing this position. 
These problems, he told the Edi- | 
son Electric Institute, in annual | 
session here, arise from technical, | 
program and} 
economic con-| 
siderations. The 
broadcastin g 
chief minimized 
the first difficulty 
and compared 
television in its| 
present stage to 
the automobile 
around 1912. The 
image broadcast- | 
ing industry, he | 
said, is good 
enough now to go to the pub- 
lic, but the mass sale of television 
receivers may have the effect of 
“freezing” progress in the field. Un- 
like sound broadcasting, the slight- 
est change in television transmitters 
would render home sets useless. 
Circulation Problem Vital 
The major drawback cited, how- 
ever, is the difficulty of finding 
suitable programs. “If television 
expects to interest commercial 
sponsors, it must get enough cir- 
culation,” he declared. Such circu- 
lation, he intimated, can only come 
if the industry offers entertainment 
which competes favorably with 
existing media. 
Film programs in use at present | 
are unsatisfactory and do not reflect 
credit on television, according to | 
Major Lohr. To compete with 
movie entertainment, televised films 
must measure up to Hollywood 
standards. Since film producers are 
not apt to look kindly upon this 
form of direct competition, this 
problem is yet to be solved, he said. 
While live talent shows seem best | 
suited for television, the difficulties 
here are great. Major Lohr esti- 
mated that program costs alone, for 
a daily one hour show will amount 
to $1,000,000 annually. The exact- 
ing nature of the entertainment, ih- 
volving the need for memorizing 
lines, perfecting movements, ob- 
taining costumes and correct make- 
up, requires a staff of 30 people per 
show against about four needed for 
the average sound broadcast. 
Talent to Be Concentrated 
This high cost will make network 
production of television programs a | 
necessity, Major Lohr predicted, 
pointing out that the lack of talent 
in small cities, which plagued 
sound broadcasting, will have an 
even greater influence on the con- 
centration of television programs in 
a few entertainment centers. The 
first network, he indicated, will 
probably run between Boston and 
Washington, because of the con- 
centration of population in the area. 
One of television’s greatest poten- 
tialities, in the opinion of the NBC 
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Complexion Aid 
Drive to Stress 
‘Swim-Proof’ Trait 


New York, June 7.— Hampden 


its first extensive 
paign for Powd’r-Base, complexion 


i a i 


week in 32 papers in key cities, for 
the start of an eight-week drive. 
The newspaper space will be sup- 
plemented by a schedule in women’s 
magazines. 

Insertions, which will appear 
weekly during the two-month 
period, will stress the “swim-proof” 
feature of the preparation. Adver- 
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VITAL NEW JOURNALISM FOR TODAY'S WOMEN 


Sales Association, Inc., will mae | Samay Gans Coemmalen. 
newspaper cam- | Wom 
foundation, when copy breaks next | agency. 


® Knitting needles . . . advice on beauty and babies . . . corn-sales 
and redecoration — none of these proves the case. But each is 
‘ypical of thousands of things that happen, all over the country, 
‘hen the Journal comes out. In four years, half-a-million women 
have joined the growing Journal audience. Today. throughout the 
markets of this land, necessities for better living are bought with 


‘onfidence, sold with confidence, advertised in the Journal. 


tisements will be 56 lines in maga- 


West Coast Marketers 


zines and 70 in newspapers. In- ° 

_cluded on the magazine list are | Name Arthur King 
Cosmopolitan, Fawcett Women’s Arthur F. King, publisher of 
Group, Glamour, Good Housekeep- Western Construction News, San 


Francisco, has been elected presi- 
| dent of the Industrial Marketers of 
Voaue and | Northern California. 

| Other officers are P. A. Hoyt, ex- 
on _Hud- | ecutive vice-president of Oliver 
son Advertising Company is the | United Filters, Oakland, vice-presi- 
|dent, and R. T. Reinhardt, assistant 
advertising manager of California 
Corrugated Culvert Company, Berk- 
|eley, secretary-treasurer. 


ing, Ladies’ Home Journal, Mad- 
emoiselle, McCall’s, Macfadden 
Women’s Group, 


Agency for St. Louis 


Kelly, Stuhlman & Zahrndat, St. ° 
Louis, has been appointed ve Me Hoyt Gets Applejack 
for the 1939 “Visit St. Louis” cam- Distilled Liquors Corporation has 
paign sponsored by the St. Louis | appointed Charles W. Hoyt Com- 
Chamber of Commerce. Newspap- | pany, New York, to handle the ad- 
ers in 133 cities, direct mail andj vertising of Hildick Applejack 
folders will be used. brandy and imported liquors. 
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Dotted Liners Plan 
Chicago Golf Outing 

The annual golf outing of the 
Chicago Dotted Line Club will be 
held June 16 at the Glen Oaks 
Country Club. More than 40 prizes 
will be awarded during the course 
of the day. 

E. V. Perkins is chairman of the 
golf committee. 


Walker in New Post | 


R. G. Walker has been appointed | 
general sales manager of Interna- 


acked this 


. an three as 
e that And Journal rea 


t that! The 
5.76: 


|tional Research Corporation, Ann 
Arbor, Mich., manufacturer of 
Argus cameras and photographic 
equipment. He was formerly sales- | 
| manager of the specialty division of | 
|Bausch & Lomb Optical Company, | 
Rochester, N. Y. 
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BREAKFAST SUGGESTION 


National Biscuit Shredded 
| Wheat and Strawberries 


set tee quicker eo the fresh, cunt 
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NATIONAL BISCUIT 


SHREDDED 
WHEAT 


| THE OR/G/NAL NIAGARA FALLS PRODUCT 


| Shredded Wheat 
Gets Promotion 
Tieup with Berries 


| New York, June 6.—Strawberries 
| and Shredded Wheat, a breakfast 
combination popular with many 
/cold cereal enthusiasts, has been 
| given an official standing by Na- 
| tional Biscuit Company, in the 
form of a promotion tieup with 
| berry growers. While the campaign 
| is not cooperative, National is fea- 
turing the berries in its newspaper 
‘and magazine copy, and many 
| growers are suggesting Shredded 
| Wheat on their containers. 

| Known as the National Biscuit 
Shredded Wheat Jamboree, the 
campaign got under way this week 
|in newspapers in major markets. 
The June issues of several women’s 
magazines are being used as well 
|'as The American Weekly and The 
| Saturday Evening Post. Federal 
| Advertising Agency is handling the 
campaign. 


| Tracy-Locke-Dawson 


Shifts Personnel 


V. M. Wallace, vice-president, has 
been transferred from the Dallas of- 
fice of Tracy-Locke-Dawson to the 
agency’s New York office, where he 
will head the new business depart- 
ment. 

Manfred Darmstadter, head of 
the agency’s creative departments 
in New York, has been elected vice- 
president and member of the board. 
H. E. Hendrick, space buyer in the 
New York office, has also been 
elected a member of the board. 
George A. Mitten has been ap- 
pointed assistant secretary and 
treasurer. 


Mower to Ollendorf 


Cc. J. Ollendorf Company, Chi- 
cago, has been appointed agency by 
the Clipper Lawn Mower Com- 
pany, Chicago. A magazine cam- 
paign will be conducted in behalf 
of the company’s new low-priced 
unit for home and institutional use 
and for a new hedge trimmer. 
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Voice of the Advertiser 


This department is a reader's forum. Letters are welcome. = 


Credit Problems Theme 
of New Campaign 

To the Editor: Retail merchants | 
the country over are becoming 
aware of growing consumer suspi- | 
cion rising out of the abuse of| 
credit. Credit legitimately used is | 
a valuable aid in increasing sales | 
but the type of credit operation | 
that has become known to the 
trade as “borax” is undermining | 
the customer's confidence. 

Carrying charges hidden in ex- | 
orbitant markup and advertising of | 
preposterous credit offers all play | 
a part in making the customer wary 
of credit purchases. Another knotty | 
problem is the seeming reluctance | 
of customers to pay their bills | 
when due. It is becoming increas- 
ingly difficult and expensive to turn 
over accounts receivable. 

In Syracuse, the merchants in 
cooperation with the Syracuse 
Credit Bureau decided to embark 
upon a campaign of public educa- 
tion. It was decided to clean house 
first, and to this end a strict code 
of advertising ethics was drawn up 
by Newton D. Bartle, director of 
the Credit Bureau in cooperation 
with the Better Business Bureau. 
This agreement decided the where 
and the how of advertising credit 
terms. The merchants who signed 
the code are permitted to display 
the Credit Bureau symbol in their 
windows and advertising. Should 
the terms of the agreement be vio- 
lated, the symbol can be withdrawn. 

An advertising campaign was 
then launched using all three Syra- 
cuse newspapers and both radio 
stations. In addition, envelope en- 
closures were inserted in all out- 
going bills. 

The campaign has aroused such 
favorable comment that a similar 
campaign is now being planned in 
behalf of and at the request of 
physicians and dentists. This copy 
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parently reveal that the majority | 
of people react to certain advertis- | 
ing stimuli in certain predictable | 
ways. By applying such facts to| 
advertising material in its pre-pub- | 
lication stages, we find that it is| 
often possible to reveal otherwise 
unnoticed technical omissions, psy- 
chological errors, and confusion in 
the organization of the argument. 

Naturally, the application of such 
facts does not and cannot dictate 
the creative concept and treatment 
of an advertisement any more than 
the basic rules for writing a play 
can dictate the idea or the dialogue. 

When we realize that, in these 
days of agency departmentalization, 
practically no advertisement is the 
product of one man— in fact, that it 
is more often the product of fifteen 
or twenty men—the possibilities of 
error become little less than stag- 


| without injecting his personal opin- 


| text.” 


gering. Among its 15 or 20 authors, 


and more realizing that an analyst | 
with a_ scientific and completely | 
disinterested attitude can perform | 
this final inspection, not only with- | 


| 
out inhibiting creative effort, but | 


ions. 

It is not the function of the ana- | 
lyst to say “I like or dislike this 
picture, this headline, this piece of | 
It is his function to say, “On | 
the basis of known facts it is desir- | 
able or undesirable to use this type | 


| of picture, headline or text, because | 


a considerable proportion of read- 
ers probably will or will not re- 
spond to it favorably in this par- 
ticular medium at this particular 
time.” 

It is not his function to perform 
the original thinking or produce a 
finished advertisement. It is his 
function to stimulate additional 
thinking about elements of the ad- 
vertisement which research and ex- 
perience have proved to be ques- 
tionable. 

MARK WISEMAN, 
Vice-President, L. M. Clark, 
Inc., Director, The Laboratory | 
for Advertising Analysis, New 
York. 
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Challenges Collins 


on Pre-Evaluation 

To the Editor: Despite the fact 
that “Bill” Townsend and I have | 
severed our close business associa- | 
tion after 13 years, I have a high| 
regard for his intelligence and sales 
ability. Should Kenneth Collins be 
careless enough, or any other critic 
of pre-evaluation for that matter, 
to debate the merit of pre-evalua- 
tion with “Bill” Townsend, it is my 
humble conviction that Townsend 
will “make a monkey out of him.” | 

Should Mr. Collins be merely | 
trying to “bait” Townsend, or any 
one trained in pre-evaluation, his | 
position will prove as equally un- | 


a 


A COMPETITOR FOR FERDINAND 


ropolitan area. We _ included a Ferdinand the Bull 
challenge by offering a gift to any Has a Rival! 


reader who would submit the name 
of a licensee that 
Feathers. 
for the purpose. 

By far the large majority of cou- 
pons returned came from custo- 
mers who declared’ they never 
failed to find Three Feathers where- 
ever sought. Thus we confirmed 
the contention of nearly perfect 
distribution in this market. 

K. H. SEIDEL, 

Advertising Manager, Oldetyme 

Distillers, Inc., New York. 

- | = 


That Late Derby Copy 


To the Editor: Robert G. Colter’s 
letter which appeared in your June 
5 issue with a reproduction of the 
Kentucky Derby Falstaff newspaper 
ad was certainly correct 
cizing the “timing” of this ad ap- 
pearing on May 29, three weeks 
after the Derby was run. 

We wish to apologize for the San 
Antonio Express making the mis- 
take of running this ad in place of 
the Indianapolis Speedway ad, and 
we are sure Mr. Colter would agree 
that had the correct advertisement 
run on May 29 the timing would 
have been perfect. 

S. J. HAMILTON, JR., 


lacked Three | 
A coupon was provided | 


in criti- | 


To the Editor: Ferdinand—the 
bull who became famous just by 
sitting and smelling the flowers 


| quietly—has a rival. His name is 


“Silver Dollar,” and he’s a rootin’, 
tootin’, rarin’-to-go Brahma bull, 
who has been taught an amazing 
repertory of tricks by his cowboy 
master, Johnny Graves. 

“Silver Dollar” is the flesh-and- 
blood counterpart for the striking 
painting of the bull on the arrest- 
ing new Acme Beer outdoor poster, 
which has won enthusiastic com- 
ment from hundreds of thousands. 

With his master, “Silver Dollar” 
entertained the crowds at the 
Golden Gate International Exposi- 
tion, and now, under the sponsor- 
ship of Acme Beer, is on a tour. 

Instead of just sniffing flowers 
like Ferdinand, “Silver Dollar” 
performs such gymnastics as leap- 
ing over automobiles and posing in 
“living statues.”” As a reward for 
his talented exertions, “Silver Dol- 
lar” receives a cooling bottle of 
Acme Beer, right off the ice—and 
does he like it! Rodeo crowds love 
the act, and then they say, “That’s 


|a good idea. Let’s have some Acme 
| Beer ourselves!” 


Eva Ross, 


will of necessity run separately be- 
cause of the different aspects of 
their credit problem. 

It occurred to me that other com- 
munities throughout the country 
can very well be impacted with 
similar messages to the benefit of 
merchants, media, and consumers. 
To agents and media such a plan 
represents a source of new busi- 


we have writers, layout men, coast wise as his uninformed comments Sherman K. Ellis & Co., New Space Buyer, Emil Brisacher 


ists, market researchers, typogra- | °" the subject of pre-evaluation York. and Staff, San Francisco. e 
phers, yes-men, no-men, and bosses. | have proven thus far. _ = > 
Is there any other compiled com- | Where Mr. Collins seems to miss | PRT at Taio 
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to do its job without some kind of | Tance of the fact that both the | 
final analytical inspection? | Townsend method and 
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ness never before tapped in most petition and general business con- | GQ st 
communities. | ditions, and thereby provide for | ~e J of 
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‘executives now trained in pre-eval-_ cellent presentation of the “Hands That See” = 
| uation to accept any method or sys- | article in your May issue concerning the work mn 


Attitude in Copy 

To the Editor: Congratulations on 
your very sound editorial in the 
May 29 issue, entitled “The Copy 


Evaluation Debate.” 
In commenting on my book about 
advertising analysis (“Before You 
Sign the Advertising Check’’), Ken- 
neth Collins said: 
“Certainly everyone 
with advertising will 


concerned 


scientific methods for determining 
its value—and the worth of specific 
pieces of ‘copy.’ ”’ 

At first glance this seems to con- 
tradict some of the statements Mr. 
Collins made in his Chicago speech 
Actually, however, I know from 
past talks with him that there is a 
basic consistency in his thinking 

There is no question in his mind 


or mine but that a_ genuinely 


continually 
. ‘a ' 
search for scientific or even quasi- | 


THREE 
FEATHERS 


IT’S THE FINEST WHISKEY 
MONEY CAN BUY! 


, tem which ignored or even slighted 


such major factors. 

Frankly, I feel a personal debt of 
gratitude to Mr. Collins for having 
been so instrumental in promoting 
the interest and favorable reaction 
of several prospective purchasers 
who have, since reading his article, | 
given me the opportunity to suc- 
cessfully contradict Mr. Collins’ | 
viewpoints and thus sign them up 
for a 60-hour training in the Mc- 
Adams system of pre-evaluation. 

WALTER McApDAMs, 
Salt Lake City, Utah 


Fair Audience Gets 
Frequent Reminders 


the museums. 


funds. 


of our art 


The 


Sunset 


fills our 


which we have done with and for blind groups in 


This article has interested a number of people 
who have offered to cooperate with us and help 
us financially with some of the activities for these 
groups for which we have been unable to obtain 
In addition, we have also received money 
to cover the cost of transportation for conducted 
tours for the blind, and the offer of a ceramics 
teacher who will be able to help certain members 
study group to continue in creative 
work in pottery and ceramic sculpture, 


help we have received from this article in 
two most 
you again for your very real assistance to us. 


urgent needs, Thank 


ETHA DEXTRE 


Educational Director 
de Young Memorial Museum | 
and Legion of Honor 


scientific evaluation of advertising To the Editor: We have just San Francisco, Calif. 
material is and always will be an | started a campaign in New York 
impossibility, but the search for newspapers which we believe is a || 5 
cientific criteria will and should bit unconventional. jased on the || | _* . 
fo on theory that visitors to the fair as | : : Suwmd 
I have conscientiously avoided vell as natives will spend much of || or Pep ea prvi 
P > singe t Friend in ove) " 
the use of the word “scientific” in their reading time here looking > N00 western * fae 3 
describing my own analytical work, ver the amusement, where-to-dine | | . homes Ja se 
id because true science involves exact ind sports sections, we are plac- ‘ o 
=“ criteria. However, there is a con- ing Three Feathers single-column = 
oi siderablk difference between | eye-stoppers regularly, on those | 
7 ‘ “science” and a “scientific attitude.” = 7 page 
er It is the latter which is important) Sm q The background of this effort is LANE PUBLISHING Co 
in this discussion ilso worth mentioning. We led up San FRaNcisco 
The “scientific attitude’ begins THE WHISKEY THAT SPEAKS FOR ITSELF to this new copy by using large- 
—— with such facts as ar vailable 90 Proof —72',% grain neutral spirits. pact layouts which made the —_ 
= The intelligent agencies and re- Oldetyme Distillers, Inc:, N.Y.C. claim that Three Feathers is to be | 
— search people have collected, over’ New York fair visitors are frequently | found on every important bar and 
-# ae a period of years, facts which ap-| reminded of Three Feathers whisky n every package store in the met- 
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Agency Network 
Plans a Charge 


for Extra Service 
Assert 15 Per Cent Fails 


to Cover Exigencies of 


Today 


St. Louis, June 6.—The “forced 
entrance” of advertising agencies 
into the management counsel field 
ind consideration of a satisfactory 
basis of compensation for such 
extra-curricular activities engrossed 
ne 24 members of the National Ad- 
vertising Agency Network during 
three-day session here last 
week-end. All of the agencies are 
members of the Council of Ellis 
Plan Agencies, which also con- 
ducted a convention. 

The network also took steps to 
establish a uniform scale for serv- 
ices rendered to each other. De- 
signed to afford national facilities 
to each member, the organization 
has been unable thus far to stand- 
ardize charges for inter-agency serv- 


t 
ilS 


ice, remuneration ranging from $25 | 


to zero in some cases mentioned. 

A steering committee was ap- 
pointed to draw up a specific scale, 
so that clients will know the cost of 
any project in advance, with in- 
tructions 
The personnel is Wilford York, 
Hoffman & York, Milwaukee; 


Ralph W. Dalton, Ralph Dalton & | 
Associates, Troy, O.; and C. Reid 
Webber, Webber Advertising 


Agency, Grand Rapids, Mich. 

Oakleigh R. French, head of the 
St. Louis agency of that name, and 
director of the network, said that 
igencies are getting into the man- 
gement counsel field in self-de- 
tense. 


Plan Standard Scale 


“More and more demands are be- 
ing made on the agency for greater 
and more diversified service,” he 
commented, “yet the basis of com- 
pensation for much of its work is 
stabilized at 15 per cent. With so- 
cial security taking part of that, and 
the demands multiplying almost 
jaily, agencies must arrive at a 
standard compensation for such 
functions as management counsel, 
merchandising service, market 
studies and public relations. Some 
of our members are getting close 


| 


| Graw-Hill 


ice by a committee headed by 
Frank Japtha, one of the founders 
of the network; George Sears, Mc- 
Publishing Company, 


|} and Charles Kistenmacher, J. R. 
Kearney Corporation, St. Louis. 
| They were as follows: 

For the best presentation to sell 


to report by June 12. | 


agency service, Hoffman & York, 
Milwaukee; for the best sales man- 


ual, William A. Joplin Advertising | 


Agency, Portland, Ore., for S. D. 
Johnson Lumber Company; for the 
best research, Henry J. Kaufman | 
Advertising, Washington, D. C., for | 
Radio Station WJSV, Washington; 


for the best network radio program, | 
Advertising 


Sidney Garfinkel 
Agency, San Francisco, for the Eu- 
clid Candy Company, of that city: 
for the best local radio program, 
Henry J. Kaufman Advertising, 
Washington. D. C.. 
Furniture Company; for the best 
use of spot announcements, Kauf- 
man for the Penn-Daw Hotel; 


Best Business Paper Drive 


For the best direct mail cam- 
paign, Kremer & Howard, Inc.. 
Memphis, for the Southern Master 
Printers Association; for the best 
business paper campaign, Hoffman 
& York, Milwaukee, for A. F. Gal- 
lun & Sons Corporation, tanner; 
for the best general magazine cam- 
paign, Carr — Advertising, 


} 


| 


for the Peerless | 


AT AGENCY MEETING 


Cleveland, for Spaide Shirt Com- |} 
pany, Butler, Pa.; for the best | 
newspaper campaign, Hoffman & 
York, for World Fair Tours; for the | 
best use of art and illustration, Lee | 
Ringer Advertising, Los Angeles, | 
for the Armstrong Funeral Home; | 
for most effective use of photog- | 
raphy, Lee Ringer Advertising, for | 
George S. Bailey Hat Company, | 
Los Angeles. 

The Lee Ringer trophy for the | 
agency having rendered the great- | 
est service to the network during | 
the past year went to Hoffman & 
| York. 

The 1940 meeting will be held wil 
Memphis the last week in May. 


Kadette Changes Hands 
The Kadette radio division of 
International Radio Corporation, 
Ann Arbor, Mich., has been ac-| 
quired by Kadette Radio Corpora- | 
tion, formed to produce a new line | 
of Kadette radio sets. Executive 
offices have been opened at 310 
First National bldg., Ann Arbor. 
W. Keene Jackson, formerly gen- 
eral sales manager and director of 
International Radio Corporation, is 
president of the corporation. 


Ad-Art Adds Coyle 


Dean Coyle, formerly with proceedings of the National Advertising | 
Graphic Art Studios, Cleveland, has| Agency Network convention which was 
joined Ad-Art Studios, Cleveland. held in St. Louis. 


Oakleigh R. French, St. Louis agency 
head, and Reid Webber, Grand Rapids 


agency president, pay close attention to | 


‘Hirshon-Gartield etend 


Continental Elastic Corporation, 
|New Bedford, Mass., has appointed 
Hirshon-Garfield, New York, to di- 
'rect promotion of Breather, a new 
elastic belt for men. Bertina Foltz, 
formerly beauty editor of Vogue, 
has joined the agency as consultant 
in merchandising and advertising 
of beauty products. 


Representatives Merge 


Small, Spencer, Brewer, Inc., 
| New York, and David & Kent Com- 
pany, New York, newspaper repre- 
sentative, have merged to form 
Small, Brewer & Kent, Inc. The 
new firm has taken larger quarters 
at 250 Park avenue. Offices in Chi- 
cago, Detroit and Boston will be 
maintained. 


' | Forms Photo-Offset Firm 


Irving Rabin, formerly with 
Photo-Litho Service, New York, 
| has formed his own photo-offset 
| firm to be known as Hinkhouse, 
|Ine., 121 Varick street, New York. 
William Leder, also from Photo- 
| Litho Service, has joined the new 
| concern as sales manager. 


‘Early Appointed 
Dwight H. Early, Chicago, has 
been appointed Western representa- 


tive of H-T-T Outdoorsman, Co- 
| lumbus, O. 


see ee POTNE cw Ae 
siderable number ae 


—+F — areas 7 


sie! 


sales to « ur listing 


ee 


— be my? this dealer 


A dealer doesn’t write every day to a manufac- 
turer in praise of his advertising. Here is such a 


letter telling how a listing under the manufacturer's 
trade mark in the Classified Telephone Directory 
helped to increase sales. 


to 20 per cent now, on the basis of 
fiat fees for certain kinds of serv- 
ice. We propose to standardize our 
charges.” 
Rs response to queries, Mr. | 
ench advised his fellow agents to | 
nbine their functions, accepting 
any logical assignment offered by 
the client, provided a_ reasonable | 
compensation is attached. Such a 
plan, he said, enables the agency 
to offer a balanced service and to 
charge a fair price for it. Both 
management problems and _ public 
elations are natural duties for the 
to embark upon, he con- 


Have you a dealer identification problem? You 
can easily solve it by having your trade mark, with 
4 the local outlets, listed in Classified directories 
4 wherever you have distribution. Let us discuss a 
‘ plan exactly geared to your distribution. 


cor 


Thy 
pon American Tel. and Tel. Co., Trade Mark Service Division, 


195 Broadway, New York (EXchange 3-9800) or 311 West 
Washington Street, Chicago (OFFicial 9300). 


gency 


tended 


Urges National Viewpoint 


York, chairman of the new 
ing committee, said that the 
ork members must make a 
ipproach which will contem- 
employment of the services | 
sociates in other cities. In the 
the agency has sold its own 
¢ ‘es first, and in some instances 
nadvertently conveyed the idea | 

those in other cities stand | 

to cooperate without charge. 
National service should be sold 
single package,” he said in 
lary. 
ong list of awards was made | 
irious phases of agency serv- 
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Newspaper Is 


Expelled from 
ABC Membership 


Chicago, June —Eiection of 
E. R. Hatton, Detroit Free Press, to 
serve the unexpired term of Howard 
W. Stodghill, resigned, and expul- 
sion of the Sioux City Tribune for 
alleged alteration of ABC state- 
ments for publicity purposes fea- 
tured a meeting of the directors of 
the Audit Bureau of Circulations at 
the Stevens Hotel Friday. 

Mr. Stodghill, who has been an 
ABC director since 1931, was 
recently transferred from the cir- 
culation department of Hearst 
newspapers to Atlanta to become 
publisher of the Georgian and 
American, a position which in his 
opinion made him ineligible to serve 
on the ABC board as a representa- 
tive of Class 6—newspapers having 
more than 100,000 net paid circula- 
tion. The Bureau bylaws provide 
that this director shall be “actively 
engaged in or experienced in news- 
paper circulation work.” The spirit 
of this law means, in the opinion 
of Mr. Stodghill, that the director 


shall be actually engaged in circu- 


lation work. He accordingly ten- 
dered his resignation. 
Mr. Hatton, his successor, is cir- 


culation manager of the Free Press, 
and has long been active in ABC 
affairs. He is chairman of the ABC 
committee of the International Cir- 
culation Managers’ Association, of 
which he is a past president. 


Sioux City Case 


Charges against the Sioux City 
Tribune, which, the directors held, 
were upheld by the evidence, were 
as follows: 

1. That the Tribune Company 
published in its issue of Feb 9, 1939, 
a page advertisement containing 
what purported to be a facsimile 
reproduction of a portion of an 
ABC audit report, but to which cer- 
tain markings not appearing on the 
original audit report had _ been 
added; also what purported to be a 
facsimile of a publisher’s statement 
to the ABC to which certain mark- 
ings not appearing on the original 


publisher’s statement had _ been 
added. 
2. That in this advertisement, 


when making comparison between 
the circulation of the Sioux City 
Journal as reported in ABC reports 
for 1930 and 1938, the comparison 
was made between an audit report 


| licity 


/nal couldn’t take it,” 


|; were 


for one period and a 
statement for another period. 

3. That the Sioux City Tribune 
has been guilty of acts detrimental 
to the interests or welfare of the 
Bureau in that, subsequent to notice 
by the Bureau that the advertise- 
ment described was in violation of 


the Bureau’s rules, it republished 
the advertisement April 22 and 
May 2, 1939. 

The directors held that these 


charges were sustained by the evi- 
dence, and that alleged articles 


|published by the Sioux City Tri- 


bune April 22, 1939, headed, ‘“‘Pub- 
columns are censored by 
»”’ and May 2, 1939, ‘The Jour- 
contain matter 
deemed detrimental to the interests 
and welfare of the ABC. The board 
also found that these publications 
made after due warning by its 
managing director. It therefore or- 
dered that the Tribune be expelled 
from membership. 


ABC 


Fenton Promoted 
Frank Fenton, formerly manager 
of the New York office of the Texas 


State Network, has been named ex- | 


ecutive assistant to Elliott Roose- 
velt, network president. George 
Podeyn, formerly Eastern sales di- 
rector of World Broadcasting Com- 
pany, has been named general sales 
manager. 


publisher's | 


| 


it. and that is no 


desk means that 


for them, 
implies. 


the ability to produce, 


re 
NOR 


Most of our customers see proofs only. 


~~ 


certain time you want 


That. 


BARNES-CROSBY COMPANY combine the happy medium of 
the 


H WABASH AVE..CHI 


they si 
for a proof from BARNES-CROSBY is 
Our plates are faithful reproductions of your 
our proofs are honest renditions of the plates. 


facility to deliver and the will to please. 
at a price which most certainly is consistent with results. 


Este No Es Toro! 


When you want a job out at a 
BARN ES-CROSBY COMPANY promises delivery you will get 
“BULL.” 


it and when 


The appearance of the B. C. CO. labelled package on the customer's 
BARNES-CROSBY COMPANY 


1 Job on time and has produced it to the highest standards of quality. 


has delivered 


iv. is enough 
all the 


word 


“copy and 


Barnes-Crosby C 

ALHeCS = rosby ( ON P (1) LV 
PHOTO ENGRAVING ~— 

ART AND PHOTOGRAPHY 


CAGO,IL 


— 


| Canad an Home Journal 

Canadian Homes & Gardens 
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| Liberty ‘ 
i tMaclean’s 
| aytabe Tr 
| Nat onal Home Monthly 
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Total Group .. 


Commercial Display in 
J 
ke suntry Guide & Nor’-West Farmer 
OF mily Herald & Weekly Star 

Eastern Edition 

Western Edition 
The Farmer's Magazine 
‘Free Press Prairie Farn 
*Western Produce 


Total Group 
*Weekly—May linage 
monthly both 


shown, not inel 


Semi- ssues included, 


Dieselinere Make 
Official Debut 
for Burlington 


Chicago, June 8. — Burlington 
Transportation Company officially 
christened its new DieseLiner buses 
here today, bringing to a climax 
the campaign launched this spring 
which featured the advent of the 
improved, air-conditioned fleet. The 
buses will be placed in regular 
service between here and California 
June 11. 

Burlington began its regular cam- 
|paign April 1 
| Feb. 27) in newspapers, farm pap- 
|ers and teachers’ magazines, with 
copy scheduled to continue until 
| July. This campaign, however, has 
|stressed bus travel first and the 
new Diesels second, due to the fact 
that they are being introduced dur- 
ing the peak travel season. 

Use of the new fleet is expected 
to add several potent copy appeals 
in bus travel advertising, including 
air conditioning, comfort, safety 
and “no extra fare.” Burlington 
has purchased 25 of these buses 
|from General Motors Corporation 
at a cost of $500,000. Especially 
noteworthy in construction details 
is the fact that seating capacity has 
been reduced from a possible 37 to 
28, thus affording plenty of “leg 
room” per passenger. 


Air Conditioning Improved 


although not 
is believed 


Air conditioning, 
| original on the Diesels, 
to set a new mark in efficiency, 
according to W. W. Maloney, of 
the advertising department. He 
said that on a recent inspection 
trip one bus was on display for six 
hours in a town where the temper- 
ature averaged 98 degrees. While 
both front and rear doors remained 
open on the bus and a constant 
stream of visitors traveled through 
it, inside temperature remained at 


a comfortable figure and substan- 
tially below outside temperature. 
Burlington will suspend the 


major portion of its bus travel ad- 
vertising July 1, Mr. Maloney said, 
not because it is reluctant to go 
further, but simply because it has 
found that inquiry response to this | 
copy builds to a peak and then 
drops off almost overnight He 
expressed the belief that this is be- 
cause most vacation plans are com- 
plete at that time, even if 
ecuted. 

Reincke-Ellis- Younggreen 
is the agency in charge 


not ex- 


Artists Guild Plans 
First Exhibition 


The Artists Guild. Inc., 


| New 
| York, will hold its 


first 
commercial art award exhibition 
Oct 29-Nov 1] This 
will be open to any 

States 


artist In the 
who has done 


awarded winners in industri 
sign and pictorial 
spectively Cash 
will be made to the 
placque by M 
York dealer in 
Details of the 
| able from the Guild 
| at 9 Rockefelle Plazi 


prizes of $10 
winner Of eat 
“ 


Grumba ¢ Che Nev 
artists’ mee Meo 


Atlanta Issues Booklet 


“Facts in Figures About At- 
| lanta,” a booklet, | been i ed 
| by the Industrial Bureau 

Atlanta Chamber of Commerce 
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annual 
exhibition 


com- 


United 
mercial art work 
Two. silver placques will be 
| al de- 
| 


excellence, re- 


a are avail- 
headquarters | 


JUNE LINAGE OF CANADIAN MAGAZINES 


1939—-—— r — - 
Pages Lines Pages 4 
55.0 24,485 $2.2 -9,573 
40.2 7,044 | 23,51) 
2 22,638 i 21,04 
27 11,723 27.0 11 
$1.4 28,962 41 ; 
0.2 33,750 0 
0 21,196 19.8 ( 
158,078 1 
Canadian Farm Papers 
ane -1939———— _— —1938 
Pages Lines Pages Ll, 
21. 15,371 16.2 1] 
45.4 36,311 32.7 4 
45.4 36,294 3.% , 
18.5 12,984 20.4 ‘ 
32 35,78 25.4 4 
12.9 14,71 11.4 ( 


uded in total 


(Canada Masusines 
Report 4.7% Gain 
in June Linage 


Chicago, June 7.—Linage in June 
issues of six major Canadian mag- 
azines totaled 158,078 as compared 
with 151,025 in 1938, a gain of 47 
per cent according to reports re. 
|ceived by ADVERTISING AGE today 
A decline of 0.8 per cent was re- 
ported in May linage. 

Three out of five among the 
monthlies showed gains for the 
|month. These were Canadiarn 
Homes & Gardens, Chatelaine and 
National Home Monthly. 

The two farm papers reporting 
June linage showed a combined 
gain of 9.4 per cent, linage totaling 
28,355 this month as compared with 
/25,918 last year. 
| Three of the four weekly farm 
papers, reporting May linage, wer 
|\likewise able to register increases 
over 1938 totals. Figures and pag: 
totals for the individual magazines 
are shown in the accompanying te- 
ble. 


To Publicity Associates 

Kingsway Press, Inc., New York, 
publisher of Your Life, Your Per- 
sonality and Your Health, and Le 
Dick, Inc., New York, producer ot! 
frmrnaqeencsne and documentary films, 

have appointed Publicity Associates 
| New York, to direct their promo- 
| tion. 


Howard Elects Howell 


Joseph W. Howell has _ beer 
elected vice-president of E. T 
Howard Company, New York. M 
Howell joined the agency as man- 
ager of the outdoor advertising de- 
partment in January, 1938. 


Flynn Joins Weed 

William C. Flynn, formerly West- 
ern advertising manager of the 
Brooklyn Eagle, has joined the Chi- 
cago sales staff of Weed & Co., re 
dio station representative. 


Commission to Meet 

The Mississippi Advertising Com- 
| mission will meet in Gulfport Jun 
15, the first day of the Mississipp! 
|Press Association convention. 
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DONALD AT WORK 
= 
. 


Se 


| ee 


Tying in with the Walt Disney characters | 
used in newspaper copy by Standard Oil | 
Company of California is this I1-foot | 
Donald Duck cutout display on view at 
Coast gas stations. The attention-getter 
is a waterproof unit produced by Arvey 
Corporation, Chicago. 


Miner's Seeks to | 
Popularize Makeup 
on Feminine Legs 


New York, June 7.—That women’s | 
stockings “pour” as well as run, is 
the startling revelation Miner’s, 
Inc., will make in connection with 
a summer campaign on its liquid | 
makeup. The keynote of the un- 
isual promotional theme is symbol- | 
ved by the intriguing headline, 
Pour yourself a pair of stockings,” | 
n which the cosmetic company at- | 
tempts to coax women to make | 
their stockingless legs more attrac- | 
uve during the hot months by ex- 
tending the use of makeup to the 

wer portions of their anatomy. 

Starting next week, Miner’s will 
use 52-line space in 13 news- 
papers in major cities to exploit the 
lew theme. Insertions will con- 
tinue for the duration of the bare- 
eg season. In addition, a list of 
vomen’s magazines, already carry- 
ng copy on liquid makeup, will 
lso pick up the stocking idea. 

The present campaign, the first 
placed through Rose-Martin, Miner's 
ewly appointed agency, represents 
n advertising appropriation sev- 
ral times that of former years, and 
s geared to the company’s current 
elebration of its 75th birthday. 


' 
| 


KTSA Transferred 


Transfer of Station KTSA, San 
\ntonio, from Hearst Radio to 
Sunshine Broadcasting Company, 
Amarillo, has been approved by the 
‘ederal Communications Commis- 
ion 


Hotel Announces Opening 


_Ocean View Hotel, Block Island, 
%. I, is using newspapers to an- 
ounce its seasonal opening. Hicks 
\dvertising Agency, New York, is 
n charge. 


Yan De Carr to Kimball 


George C. Van de Carr, formerly 
Wertising director of A. DePinna 
Mpany, New York, has joined 
Adbott Kimball Company, New 


frown with Alfa 


Joshua Brown, formerly with 

s Advertising and Metro Asso- 
‘ed Services, has joined Alfa 
splays, Inc., New York, in charge 
* Production. 


Transcript” to Cabot 
The Boston Evening Transcript 
amed Harold Cabot & Co., 


‘ton, to direct its account. 


| Earnings of fiscal year. 


i 


| 218, compared with $366,718 in the 


| against $4,264,324 in the preceding 


| Vick Chemical Company 


For the quarter ended March 31, 
net income was $787,615, compared 


e 
Advertisers 
fee 
| with $326,651 for the correspond- 


Hupp Motor Car ; 
. |ing quarter a year ago, a gain of 
Net loss for the first quarter) 14) per cent. 
amounted to $194,229, compared 
with $290,496 in the March quar- 
ter last year. Sales totaled $173,- 


‘Diamond Match Company 


Net profit amounted to $529,661 
for the first three months compared 
with $502,523 for the same period 
|} in 1938, a gain of 5.4 per cent. 


| 
| 


previous year. 


Zenith Radio Corporation 


| is an increase of 23 per cent. 


Universal Pictures 


first 12 weeks of last year. This Young with KOWH 
Clem H. Young has been ap- 
Esquire- pointed commercial manager of 
: ° Coronet. Inc. | KOWH, Omaha, Neb. He was for- 
For the fiscal year ended March merly national advertising manager 
31, net profit was $306,418 com-| of the Tribune, Sioux City, Ia. 
pared with $807,865 in the previous eee 
year. be in Sharon Springs 
Herbert G. Rau has been ap- 
: pane : ‘a pointed director of advertising and 
For 13 weeks ended April 29,| publicity for the village of Sharon 
profit amounted to $581,587, com- Springs, N. Y. He was formerly 


pared with net loss of $199,487 for! with H. A. Bruno & Associates, New 
the same period a year ago. York. 


To Bass-Luckoff 


Garner Promoted 


30, net income totaled $1,075,254, a 
gain of 64.3 per cent over net profit 
of $701,476 for the previous year. 
Net sales aggregated $3,621,180, 999, compared with $60,162 for the of the station. 


For the fiscal year ended April 


Report 


| Brillo Mfg. Company 


March 31 shows net profit of $73,- 


Richard W. Garner, 
the quarter ended | 


PRELUD 


Not your idea of a pretty picture, perhaps— 
but to a Philadelphian, happiest sight in the 
world. Prelude to a housewarming. 

Breaking ground for a new home! 

Another single-family home to carry on the 
Philadelphia tradition of contented living. 

Here, between roof-top and basement, some 
family will fill a thousand and one needs. 

The Philadelphia market for home products 
comprises the largest city-group of individual 
Nine out of ten Philadel- 
More 


than in New York City and Buftalo combined : 


homes in America. 


phia dwellings are single-family homes. 


than Chicago and St. Louis together; than 
Cleveland and Detroit. (U.S. Census, 1930). 
And covering this vast home market 


thoroughly, is  Philadelphia’s leading daily 


S, Philadelohia—Cly of Phones 
nearly cverylody read 


»,. 


formerly | 
promotion manager of WSAI, Cin-| appointed to handle the advertising 
cinnati, has been named national| of the Michigan State Fair, sched- 
sales and sales promotion manager | uled for Sept. 1-10. 


Bass-Luckoff, Detroit, has been 


Newspapers 
will be used. 


— oo} 


See eee ee ence oS. ee 
> . sok - 


OUSEWARMING 


home newspaper—The Evening Bulletin. 

For thirty-four consecutive years The 
Evening Bulletin has led all Philadelphia daily 
newspapers in circulation. 

But not a single copy has ever been purchased 
by a reader in hope of winning a prize. No 
subscriber to The Evening Bulletin has ever 
been offered a premium. No subscriber contest 
has ever been used to boost circulation. 

People buy The Bulletin because they want 
to read The Bulletin. 

Years of careful, accurate editing have won 
The Evening Bulletin a friendly welcome and 
an established place in nearly every Philadelphia 
family circle. 

And so, the attention value of the advertis- 


ing in its pages is even greater than its wide 


margin of circulation leadership indicates. 


With The Evening Bulletin, they buy to read 


. and read to buy!? 


he Eventi 


Exact circulation figures — the net paid 
average of the past month—are published daily 
in The Evening Bulletin, and have been for 
And 94.6% of The 


Bulletin’s circulation is within Philadelphia's 


more than forty years. 


retail trading area! 

Consult your advertising agency on the extra 
value of circulation leadership gained by 
natural growth. Learn how, at one of the 
lowest costs per reader in the nation, The 
Evening Bulletin will give you thorough 
coverage of the greatest City of Homes. 
*Information on advertising response among Philadelphia 


newspaper readers, compiled by recent impartial research, 
sent upon application to The Evening Bulletin, Philadelphia 


bulletin 


Copyright, 1939, Bulletin Company, Philadelphia 
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New Orleans Drive 
Aims at 1,500 
New Homes in ‘39 


New Orleans, June 6.—The home | 
development committee of the New | 
Orleans Chamber of Commerce last 
week released initial copy in a cam- 
paign that has as its goal the erec- | 
tion of more than 1,500 homes here 
during 1939. This is three times | 
as Many as were built in 1938. 

All branches of the building in- 
dustry have joined forces in the 
drive, and it is estimated that at- 
tainment of the objective will mean 
an additional] $6,000,000 to the in- 
dustry. 

While all local media will be em- 
ployed in the campaign, the first re- 
lease appeared in newspapers. 
Headed, ““You Planned It, Now You 
Can Built It for Less Than Rent,” 
it emphasized that low-cost, long- 
term financing makes home build- 
ing possible even for those whose 
incomes are not large. Copy also 
pointed out that new homes in 
Louisiana are tax exempt for three | 
years. 

“Every indication points to a 
building boom unparalleled in New 
Orleans history,” said David M. 
Jones, advertising and sales promo- 
tion director of Sears-Feibleman’s 
and chairman of the advertising 
committee in charge of the cam- 
paign. “We believe a concerted ad- | 
vertising and promotional effort, 
will furnish the necessary stimulus 
for this profitable building program. | 
Allied interests in the building field, | 
by pooling their resources, can | 
shout instead of whisper and can | 
save money doing it.” 


Interest Grows Nationally 
The New Orleans campaign has | 
created considerable comment out- | 
side the city. The National Retail 
Lumber Dealers Association has 
urged its 28 regional and state as- 
sociations to use similar plans to 
stimulate their individual programs. | 


| 5000 watts that do the 
work of 50000? Where? 


i : . ar 
¢ ~ ° 


sion. 


rates. 


570 K. 


The United States Chamber of 
Commerce has requisitioned 400 
copies of the prospectus used here 
to create interest in the building 
trades. These are being sent to 
chambers of commerce in cities all 
over the country. 

E. N. Avegno is chairman of the 
New Orleans home development 
committee, co-directing the cam- 
paign with Mr. Jones. Copy is 
placed by Stone-Stevens-Howcott- 
Halsey, Inc. 


Color Photography 
Brings Greater 


Stress on Makeup 


Chicago, June 6.—The increased 
use of color photography in adver- 
tising illustrations has brought with 
it a greater need for attention to 
makeup on the models in the pic- 
ture. This was demonstrated here 
last night at a meeting of the So- 
ciety of Photographic Illustrators, 
a group including most of Chicago’s 
major photographers. 

Those present saw one model | 
successively made up as a college | 
girl, housewife and glamor girl. | 
Another appeared first as a “round 
faced country girl” to have her nose 
narrowed, face lengthened and jaw | 
straightened to emerge as another | 
glamor girl, all through the use of | 


| makeup. 


Many leading cosmetic makers 
have given increased attention to | 
this art and are now marketing | 
products specially designed for 
photographic uses, it was reported. | 


! 


New Erie Label 


Erie Brewing Company, Erie, Pa., 
has adopted a new streamlined label] | 
for its Lager and Pilsener beer and | 
Old Dobbin ale. The label was de- 
signed by Russell Adam, art direc- | 
tor of Young Company, Erie. 


Lutz with Hutchins 


W. Ernest Lutz has joined Hut- | 
chins Advertising Agency, Ro- | 
chester, N. Y. He was formerly on 
the advertising staff of the Daily | 
News, Bangor, Me. 

| 


WNAX 


i} 


mbines good frequency— 
C. — with amazing transmis- 
It does a 50,000-watt cover- 


age job on 5,000-watt power and 


Don't think of Yankton alone—that's 


just the starting point. 


Think, 


too, of a daytime primary 


population of 3,917,000 — 719,500 
* radio homes depend on WNAX for 


entertainment, news, markets. 


*And, of course, you 
can buy WNAX in 
combination with the 
lowa network at an 
exces tionally low 


rate 


Think of primary area annual retail 
sales of $891,466,000. 

Think of WNAX delivering radio 
families for as low as 3.29 cents per 
thousand. 


For the Dakotas, and major portions 
* of lowa, Minnesota and Nebraska— 
it's WNAX, of course. 


YANKTON, $.D. + 570 Kilocycles * CBS 
5000 WATTS L.$. © 
Represented by THE KATZ AGENCY 


1000 WATTS NIGHT 


Key to a 5-STATE, $900,000,000 MARKET in the MIDWEST 


Getting Personal 


Sir Harold Bellman, president of the Advertising Association of 
Great Britain and chairman of the $200,000,000 Abbey Road Building 
Society of London, received an honorary degree from American Uni- 
versity, Washington, where he delivered the commencement address. 
He also spoke at the N. Y. Ad Club at a luncheon co-sponsored by 
AFA. He was introduced there by C. Harold Vernon, of C. Vernon 
& Son, leading London agency. Sir Harold will return home with- 
out taking in the AFA convention, due to the annual meeting of his 
own group falling at the same time... 

Henry P. Clarke, McCann-Erickson v.p. and Latin American 
mgr., has been elected prexy of 


a ie : the Chamber of Commerce of 
AT THE BALL GAME the USA in the Argentine Re- 
public, the first adman so hon- 


ored. .. Young & Rubicam rac- 
quet wielders in New York are 
in the throes of an elimination 
tennis tournament to determine 
a team. Other net-minded agen- 
cies are asked to contact Leon- 
ard Kamins of Y & R’s traffic 
dept. for inter-agency matches... 


John A. Grimes, a.m., 
Wheeling Steel Corporation, has 
returned to his native haunts 
after a trip to N. Y. during which 
he conferred with Mutual Broad- 
casting System executives on the 
“Musical Steelmakers” program 
heard over that web... 

Among the early vacationers 
is Thomas Carson, who will spend two weeks in parts unknown try- 
ing to forget office cares. He is in Erwin, Wasey & Co.’s radio dept. . . 
Frederick R. Gamble, exec. sec’y, Four A’s, has been elected a director 
of the Trade Association Executives in New York City. . . 

Bob Davis, son of F. R. Davis, media relations man of General 
Electric Company and prominent in ABC affairs, plans a wedding 
soon. Young Davis concentrates on the advertising and publishing 
field, selling insurance... 

An envied business assignment is that of Arthur Goodfriend, 
associated with L. S. Goldsmith of Lawrence C. Gumbinner agency 
in handling Palm Beach advertising. He is on the high seas enroute 
to London and Paris to arrange for Goodall promotion over there. . . 

R. S. Stubbs, v.p., American Sugar Refining Company, has leased 
a six-room apartment on Park avenue. . . Among the players in the 
lineup of Ford Frick’s Furies, organized by the head of the National 
League for a charity tilt with Lowell Thomas’ Nine Old Men, were 
Clarence Francis, president of General Foods Corporation, and Ray 
Wilken, a.m., N. Y. News... 

Compton agency seems to be quite a breeder of marriages. No 
sooner did Bill Maillefert, time buyer, get back from his honeymoon 
than Walter Barber, space buyer, wed Florence Gaffney, also of the 
agency staff. . . 

J. B. Scarborough, nat'] am. American Magazine, played host 
to the magazine’s traveling entourage at a dinner party at the Wal- 
dorf. . . 

Carl J. Eastman, vice-president and Pacific Coast manager of 
N. W. Ayer, has been admitted to membership in the exclusive 100,- 
000 Club, representing the upper strata of air travel. . . 

Fred McCaleb, of the art staff of Fitzgerald Advertising Agency, 
New Orleans, is vice-president of the newly formed Louisiana Society 
of Etchers. . . E. H. Little, Colgate-Palmolive-Peet president, is tour- 
ing his company’s Southern offices in the company of C. P. Duncan, 
Southern s.m., J. S. Adams, executive v.p. of Benton & Bowles, and 
E. F. Hudson, agency account executive. . . 


Keenly interested, Carroll Rheinstrom 

(left), advertising director of True Story, 

and Robert W. Orr, Lennen & Mitchell 

vice-president, watch a ball game at 
Yankee stadium. 


AGENCY MAN KNOWS HOW TO HOOK 'EM 


An ace fisherman, E. M. Hunter (right), vice-president, Woolley & Hunter, Den- 
ver, ushers in the trout season at Echo Lake by giving prospective baiters a few 
tips over the mobile transmitter of KLZ. Matt McEniry, announcer, looks on. 


George Hadlock, Parents’ Magazine, won the blind bogey at the 
recent Agate Club tournament in Chicago. H. E. Cole, American 
Magazine, won low net: C. E. Lovejoy, Sales Management, second low 
net; John Banister, Capper Publications, low gross, and Banks Wana- 
maker, morning nine. Foursome winners included H. K. Clark. 
Frank A. Munsey Company: J. M. Badger, Woman's Home Com- 
panion; E, A. Fox, Macfadden Publications; E. M. Fryk, Parents’ 
Magazine; C. O. Husting, Time, Inc.; Ford Stewart, Christian Herald: 
Fred Klaner, Macy & Klaner; Mr. Wanamaker: A. H. Motley. Crowell- 
Collier Publishing Company. and Waldo Hawxhurst, Harper's Bazaar 

Douglas Martin, promotion mgr. of the St. Louis Globe-Democrat, 
is responsible for the annual baseball game between fathers of boy stu- 
dents and fathers of girl students at John Burroughs school. At this 
year’s.game, the girls’ dads won 16-15. . . 

Add: Nuptials Department—-Benjamin W. Norris, vice-president. 
L. M. Clark, Inc., research organization, will wed Ruth N. King, 
short story writer of Orange, N. J.; and Brayton W. Castle. sales 
manager, Chicago Elevated Advertising Company. will acquire a 
son-in-law June 21 

“The Camera Eye,” written by Leo Nejelski, a.n 


Swift & Co.. 
has finally seen the light of day 


‘Journal’ Editor 
Tells Ad Men of 
Sub-Deb Market 


| Chicago, June 6.—The ‘teen-age 
girl is just like her older sister 
under the skin, Elizabeth Wood- 
/ward, associate editor in charge of 
the sub-deb department of Ladies’ 
Home Journal, told 200 advertisers 
and agency men at a luncheon at 
the Palmer House last Friday. Miss 
Woodward has acquired a_ vast 
fund of knowledge about sub-debs 
| through frequent personal meetings 
with her young readers, now organ- 
ized into their own 10,000 clubs, 
and through them, into a nationa] 
federation. 

The local clubs hold regular 
meetings, usually at a leading de- 
partment store. Miss Woodward's 
presence in Chicago, for example, 
was due to a scheduled meeting of 
Chicago clubs at Marshall Field & 
Co. Kaufmann’s is Pittsburgh 
| headquarters and L. S. Ayres & Co, 
is the Indianapolis host. 


Represent Purchasing Power 


These sub-debs, Miss Woodward 
told her audience, are not only 
great agitators for new family 
acquisitions, but they constitute an 
important market in their own 
right. A recent survey indicated 
that 65 per cent of them wear 
| girdles and silk stockings. Since 
| virtually all have their own allow- 
|ances, they usually do their own 
|shopping. Because “getting their 
man” is their chief interest, as wel] 
Jas that of their older sisters, they 
|insist on a background which wil] 
|aid them to achieve that end. The 
|family car must be of the proper 
| Vintage, and the rugs in the living 
room must not betray too many 
| signs of old age. 

The Journal now gets 500,000 let- 
iters annually from its sub-deb 
readers and a few thousand more 
| from ’teen-age males who peek into 
| its pages and are baffled by the 
| strange language. By this devious 
‘route, the sub-deb department is 
' helping teach teen-age boys, as well 
'as girls, the social graces, Miss 
| Woodward said. 

More than 70 per cent of the sub- 
| deb readers remain Journal sub- 
'scribers through marriage and 
home-building, and even after they 
have daughters of their own t 
write to “Confidentially,” the offi- 
cial title of the youngsters’ depart- 
ment, for advice on problems 


Wins Hoedt Award 


Vincent Miller has been given the 
Award of Merit preesnted by W. H 
| Hoedt Studios, Philadelphia, to the 
student in the senior advertising 
art class of the Pennsylvania Mu- 
seum and School of Industrial Ar 
for the most outstanding work ir 
commercial art. 


Has New Duties 


Frederick C. LaWall, Jr., for nine 
| years vice-president of Typographic 
| Service, Philadelphia, has _ bee! 
named manager of the service de- 
partment. 


PUBLICITY 


Special 
AGENCY SERVICE 


HOULD you need broad and pro 
\ ductive publicity coverage for cer- 
tain accounts in DAILIES —WEEK 
LIES PERIODICALS — TRADE 
PUBLICATIONS—POSTERS, etc., a 
a eost which ASSURES AGENCY 
PROFITS, our experience and facill- 
ties will prove most helpful to you 


In the eyes of your clients, we func- 
tion as part of your own organization 
and all transactions are conducted in 
the strictest confidence 


Will gladly submit for inspection our 
clip-books of past and current pre 
duction on RESORTS INDUSTRIALS 

TEX TILES--FASHIONS TRANS 
PORTATION, ete., to properly ider 
tified agencies 


Qur service is ECONOMICAL arm 
PROFITABLE for you to use and 
RESULTS ARE GUARANTEED ON 
ANY ACCEPTED ACCOUNT 


Send your publicity probleme to | 
for free analysis and proposals 
INDUSTRIAL 


NEWS FEATURES, INC. 
Daily News Bullding 
220 East 42 Street 
New York City | 
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June 12, 1939 


ADVERTISING AGE 


Coming | 
Conventions 


June 12-15. Annual convention, | 
Association of Newspaper Classi- | 
fied Advertising Managers, Hotel | 
Seneca, Rochester, N. Y. 

June 12-16. Annual convention, | 
Outdoor Advertising Association of | 
America, Hotel Pennsylvania, New 
York. 

June 12-17. Annual convention, 
Lithographers National Association, 
Westchester Country Club, Rye, 
N. & 

June 15-17. Annual convention, | 
Southern Newspaper’ Publishers | 
Association, Chamberlain Hotel, | 
Old Point Comfort, Va. 

June 16-18. Annual convention, 
Advertising Distributors of Amer- 
ica, Hotel Shelton, New York. 

June 18-22. Annual convention, 
Advertising Federation of America, 
Waldorf-Astoria, New York. 

June 18-22. Annual convention, 
Alpha Delta Sigma, national ad- 
vertising fraternity, Waldorf-As- 
toria, New York. 

June 25-29. Annual convention, 
International Association of Display 
Men, Hotel Astor, New York. 

June 25-30. Annual convention, 
Pacific Advertising Clubs Associa- 
tion, Oakland, Calif. 

July 10-12. Annual convention, 
The Exclusive Distributors’ Asso- 
ciation, Hotel Schroeder, Milwau- 


kee. 

July 10-13. Annual convention, 
National Association of Broadcast- | 
ers, Ambassador Hotel, Atlantic 
City. 

July 17-19. Annual convention, 
Trade Association of Advertising 
Distributors, Benjamin Franklin 
Hotel, Philadelphia. 

Aug. 22-24. National Sign As- 
sociation convention and Interna- 
tional Sign Exposition, Hotel Ste- 
vens, Chicago. 

Sept. 11-14. Annual convention, 


Financial Advertisers Association, 
Royal York Hotel, Toronto. 

Sept. 13-16. Annual convention, | 
Association of National Advertisers, | 
The Homestead, Hot Springs, Va. | 

Sept. 20-22. Annual conference, | 
National Industrial Advertisers As- 
sociation, Hotel New Yorker, New 
York. 

Sept. 27-29. Annual convention, | 
Direct Mail Advertising Associa- | 
tion, Roosevelt Hotel, New York. 

Oct. 1-4. Annual meeting, Mail 
Advertising Service Association, | 
Hotel Astor, New York. 

Oct. 2-3. Annual Boston Confer- | 
ence on Distribution, Hotel Statler, | 
Boston. 

Oct. 19-20. Annual convention, 
Audit Bureau of Circulations, Hotel 
Stevens, Chicago. 


Three to “Metropolitan” 


The Atlanta Constitution, Provi- 
dence Journal, and Syracuse Post- 
Standard, have become affiliated 
with Metropolitan Sunday Newspa- 
pers, Inc., New York, as additional 
or optional papers. 


COLLINS. 
MILLER & 
HUTCHINGS 


INC. 


PHOTO-ENGRAVERS 
IN CHICAGO 


To Award Scholarships 


Servel, Inc., New York, manu- 
facturer of Electrolux refrigerators, 
will award four college scholarships 
of $400 each to winners of its fifth 
annual food preparation contest. 
The contest is open to American 
farm girls between the ages of 15 
and 21 who are members of 4-H 
Clubs, national youth organization. 
Other prizes include a trip to the 


'4-H Club National Congress, Chi- 


cago, and eight refrigerators. 


Stewart Names Agency 
Douglas M. Stewart Management 

Corporation, New York, investment 

consultant, has appointed Albert 


| Frank-Guenther Law, New York, 


to handle its account. Arthur C. 
von Stein has been elected a direc- 
tor and named public relations 
counsel of the Stewart company. 


RCA Spotlights 


National Copy in 
Local Outlets 


Camden, N. J., June 6.—RCA 
Mfg. Company and dealers who sell 
Victor and Bluebird records are co- 
operating on a unique plan of mer- 
chandising RCA’s national magazine 
advertising by distributing marked 
copies of publications including 


beauty parlors, 
dentists’ offices. 

Printed labels pasted on the 
magazine covers call attention to 
the page on which the Victor adver- 
tisement appears. Sales messages 
featuring the names of Victor and 


and doctors’ and 


Victor promotion at barber shops, | 


Bluebird recording artists are pasted 
on opposite pages. The name of the 
local dealer, and his list of recent 
|record releases, are also included. 

| RCA Victor executives assert that 
| this simple but effective tie-in with 
the company’s national advertising 
has been well received by dealers, 
and has helped to augment a steady 
increase in sales volume of record- 
ings. 


Street Resigns 


George T. Street, Jr., has resigned 
from Scanlon, Street & Co., Phila- 
,delphia agency. 


Kurk Moves Office 


| Alexander J. Kurk, advertising 
and sales promotion, has moved to 
(1133 Broadway, New York. 


\ 
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Mr. Advertiser 


To sell Oregon, use The Oregonian. In this 
3-zone market, with Portland as the hub, the 


picture looks like this: Retail 


..... Yee eer e 
40-mile zone 
Balance of market. . 


The Oregonian covers the market 


and effectively. For maximum results it is 


your best buy. 


Market. 


Oregonian 
Circulation 


44% 

28% 

28% 
thoroughly 


The Oregonian . . 117,553 
The Journal 
News-Telegram . 


The Oregonian leads The Journal by 17,103 daily, 49,785 Sunday 


23 
St. Louis Women 
Name Mary Johnson 
Mary L. Johnson, “Carolyn 


Price” of Woman’s Home Compan- 
ion, has been elected president of 
the St. Louis Women’s Advertising 
Club. 

Marie Josephine Carr, D’Arcy 
Advertising Company, is vice- 
_ president; Clara T. Pendleton, City 
|Plan Commission, treasurer, and 
Edna L. Emme, Godefroy Mfg. 
| Company, secretary. 


Peck Gets Clock Account 


DeLuxe Clock Mfg. Company, 
New York, has named Peck Adver- 
tising Agency, New York, to direct 
| promotion in business papers and 
| direct mail of its line of novelty 
| clocks. 


DAILY 


. - - 100,450 
54,177 


Portland’s Pioneer Newspaper Scores 
New All-Time High in Leadership! 


HE 89-year-old Oregonian flashed to a greater lead in 1939. 
The gap widens with every circulation statement. Today The 
Oregonian leads its nearest competitor by more than 17,000 daily, 
50,000 Sunday. 
“Phenomenal!” say experts who follow circulation trends in the 
advertising, publishing fields. They marvel, call it a national record. 
The rugged Oregonian’s roots go deep. For nine decades this 
newspaper has been a vital force in the growth of the Pacific North- 
west. Modern as a streamlined train, daring in editorial opinion, 
impartial in news treatment ... of course The Oregonian leads. 
The Oregonian of 1939 is more vigorous and dominant than ever 
before. First in circulation—first in influence—first in reader 
preference—it is the direct approach to sales in the rich Oregon 


Portland’s LARGEST DAILY and SUNDAY Newspaper 


Publishers’ statements for six months ending March 31, 1939, 
show Portland newspaper circulation as follows: 


SUNDAY 


The Oregonian . . 156,248 
The Journal. . . . 106,463 


THE OREGONIAN | 


The Great Newspaper of the West 
PORTLAND, OREGON 


PAUL BLOCK AND ASSOCIATES 


National Representatives 


WEW YORK + CHICAGO + BOSTON + DETROIT - PHILADELPHIA 
CINCINNATI « SAN FRANCISCO ~ LOS ANGELES ~ SEATTLE 
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Efforts in Champion’s Debut 


South Bend, Ind., June 8.—With | 
May’s sales volume recorded as the | 
biggest month in the history of the 
Studebaker Cor- 
poration, C. S. 
Fletcher, sales 
manager, this 
week outlined 
details of the 
careful planning 
which placed a 
new and formid- 
able competitor 
in the field hith- 
erto monopolized 
by the big three 
—-the new Stude- 
baker Champion. 

Introduction of 
the Champion was broken down 
into three objectives as carefully 
defined as any major military op- 
eration: 

1. Introduction to the Studebaker 
dealer organization. 

2. A sales training campaign for 
Studebaker dealer and salesmen. 

3. Introduction to the public. 

Based on estimates by the pro- 
duction department, March 6 was 
set as the zero hour on which the 
first of 26 meetings began at major 
points of the country. Four teams 
were organized to handle these 
meetings, designed to accommodate 
at least 10,000 dealers, salesmen, 
service men, prospective dealers, 
prospective retail salesmen, publi- 
cation representatives, finance com- 
pany men, and competitive dealers. 
The 26 meetings compared with 
from 35 to 40 hitherto regarded as 


C. S. Fletcher 


B | gional offices. 


artist 


formerly headed own art service in 

Europe. Expert in tayout, lettering, 

finishes, label and package designing. 

Has American references. Box 1789, 
> Advertising Age, New York. 


the minimum. Average attendance | 


was about 500. Regional managers 
received blue prints showing how | 
| to set up each meeting room. 


Importance of Music 
Invitations to attend the meetings 


™ | were mailed both from South Bend 


16 Studebaker re- 
Whenever possible, 


land from the 


| the meeting was held in one room, 


=| with emphasis placed on music and 


| community singing, regarded as es- 
| se ential parts of the program. At 
| these gatherings, Studebaker offi- 
| cials described the thinking behind 
promotion plans, and then presented 
a film, “Ahead of the Parade.” This 
was followed by a presentation of 
the car itself. 
cupied three hours, 
hour for lunch. 
“Since we were entering the low- 
est priced field,” said Mr. Fletcher, | 
“we realized the vital necessity of | 
having all Studebaker retail sales- 
men thoroughly familiar not only 
with the Champion, but with fea-| 
tures of competitive cars, the Ford, | 
Chevrolet and Plymouth. This sales | 
training program was broken down 
into seven phases.” 
The first was to supply accurate 
information about the four cars 
through a confidential bulletin ad- 
dressed to the Studebaker organi- 
zation, and accompanied by a script 
of the dealer meeting previously 
attended by the dealer and his 
salesmen, as well as a book entitled 
“Information Please,” listing 100 
questions about the features of the 
new Champion. Dealers were urged 
to hold a nightly meeting for three 
nights after returning from the re- 
gional gathering, so that the script 
could be re-read to every member 
of his organization. Then each 


including one 


| salesman was urged to study care- 
| fully 


| on the third night answer the ques- 
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the confidential bulletin and 


tions in the booklet and forward | 
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Studebaker Synchronizes 


the Champion, the advertising and | 


These meetings oc- | 


| yecting machines so that they 


STORY BEHIND NEW CHAMPION 


Studebaker spent 4 years and millions of dollars to bring 
you this new money-saving Studebaker Champion! 
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it to South Bend. 
factory a check 
of the new car 
retail salesmen. 


This gave the 
on the knowledge | 
possessed by its | 


Educating the Salesmen 


The next step was preparation of 
a book, “The New Champion,” de- 
signed for use both of salesmen 
and prospects. Containing 83 pages 
and 223 illustrations, it was left 
with prospects for two or three 
days’ study, after which it was re- 
claimed by the salesmen. Each 
dealer and salesman was equipped 
with a minimum of five books. 

Two picturized broadcasts were 
also prepared by Studebaker, which | 
has been using visual education for 
salesmen and prospects for several 
years. The opportunity to replay 
records at will helped salesmen to 
memorize the story and present it 


logically, convincingly and enthusi- 
astically. 
The $35,000 film, “Ahead of the 


Parade,” which was used at the re- 
gional meetings, also played a part 
in the training program. Many 
Studebaker distributors bought pro- 
can 
show the picture to and 
their prospects. 

The company also issued a 
cial edition of “Studebaker 
the eight-page house 
lished every Friday 
hints on promotion and salesmen 
information about how to get the 
order. These tips are culled from 
experience of successful salesmen 


dealers 


spe- 
News,” 
paper pub- 
to give dealers 


and dealers. 
A series of sales contests was 
planned for the entire Studebaker 


organization, including regional and 
district managers Mr. Fletcher 
said that interest in contests never 
wanes and accordingly they are al- 
most a permanent institution with 
Studebaker. For purposes of the | 
contest, the public was divided into 
three classes: Mr. and Mrs. John 
Public, fleet operators or national 
users, and the thousands of dealers 
who at present sell some other 
make of car but are Studebaket 
prospects. 


Demonstrations Under Way 


Separate campaigns were devised 
for each of these types, of which] 
the public was held most important. 
Dealers held special previews for | 
local residents as they received| 
stocks, special invitations being 
used to stimulate attendance. These 
invitations were issued by the hun- 
dred thousand, despite the fact that 
lists were carefully selected. The 
same prospects shortly received a 
nailing of 1.009.000 booklets. “The 


Studebaker Wheel,” issued _bi-| 
monthly and sold to dealers for five | 
cents. These copies started on their 


| way in April, carrying to prospects 


the complete Champion story, 
trated with four-color 
Some stories of general interest to 
motorists were also included. 
Neither advertising nor 
had been employed up to that time, 


illus- 


despite the fact that six weeks prior | 


to the introduction of the new car, 
writers from many different fields 
were invited to South 
guests of the company. The story 
was given to them with the under- 
standing that nothing would be re- 
leased until March 26. Since some 
of the news leaked out, however, 
Studebaker thought it wise to al- 
low these writers to tell the back- 


ground story of the new Champion | 


without mentioning prices or speci- 
fications or showing pictures. Many 
of the country’s publications there- 
fore broke stories saying that 
Studebaker would shortly invade 
the low-price field. 

Full Campaign Breaks 

Virtually every 
country carried full stories March 
26, and since that date stories of 
from two to seven pages have ap- 
peared in leading magazines. Ad- 
vertising was also released March 
26 in newspapers in cities where 
dealers had been stocked, two-colo1 
pages being carried in large mar- 
kets, three-quarter pages in two 
colors in smaller cities and 
and white in still smaller 
nities. 

Radio advertising followed closely 
on the heels of the newspaper pro- 
motion, Lowell Thomas and Ted 
Husing, famous for news and 
sports, respectively, collaborating 
with Richard Himber and _his 
Studebaker Champions in a 15- 
minute program thrice weekly over 
leading stations. This was sup- 
ported by a heavy schedule of spot 
announcements. 

Promotion literature marking the 
public introduction of the Cham- 
pion consisted of a 24-page catalog 
in four colors and a four-color roto- 
gravure handout piece presenting a 
pictorial story of the new car 

Emphasis was placed on local 
promotion by the dealer, a 
entitled. 
Champion” 


paper in the 


commu- 


be »¢ yk 


telling him what to do 


and how to do it. A special 12- 
page issue of the “Studebaker 
News” in two colors was also is- 
ued, outlining the complete adver- 
tising program and telling the 
dealer how to extend it and cash 


in on it locallv All dealers 


were 


halftones. | 


publicity | 


Bend as| 


“Build Up for the New! 


provided with catalogs giving 

fers of pennants, flags and ban- 
| ners with which to give their places 
of business a gala appearance. 


Used Car Merchandising 


One of the most important phases 
of the introductory program was a 
complete analysis of the used car 
situation. Its major items were 
found to be direct mail, newspaper 
and radio advertising, the tele- 
phone, man power, sales compen- 
sation, publicity, profit reduction 
sales, sales contests and advertis- 
ing budgets. Each of these funda- 
mentals provided subject matter 
for a “Used Car Merchandiser,” 
containing many dealer tested ideas. 
The result was a fascinating series 
of books covering every aspect of 
used car merchandising. This series 
| was presented as a “family medical 
guide” which will enable the dealer 
to prescribe his own remedy after 
he has made the diagnosis and de- 
termined his ailment. 

For instance, Issue No. 1 on di- 
rect mail illustrated 22 letters and 
11 post cards, each based on an 
idea that has produced for some 
dealer. Issue No. 9 on display ad- 
vertising illustrated 600 advertise- 
ments. Each dealer is expected to 
select the promotion that most ef- 
fectively meets his special problem. 
Ten merchandisers have been issued 
thus far and others will follow. In 
addition, Studebaker is providing 
all of the more conventional types 
of used car assistance, including re- 
conditioning manuals, factory con- 
tests and direct mail. 


Dealer in Key Spot 


Embarking on a mass selling pro- 
| gram, the company hired 16 ex- 
perts, each assigned to one branch. 
Each travels in a Champion coupe 
in which he carries 16 and 35 mm 
prints of the film, “Ahead of the 
Parade,” and a 16 mm Bell & 
Howell projector. Each calls on 
dealers, helps them hire theaters, 
run the necessary advertising and 
mail invitations to selected names. 
In both advertising and mail, the 
| recipient is asked to pick up his 
ticket at the dealer’s showroom or 
a centrally located department 
store. This gives the dealer a check 
on acceptances, so that he can stage 
a telephone campaign if interest 
does not seem lively enough. 

Advertising of the forthcoming 
show appears on the amusement 
page of the newspaper, usually 
alongside of the copy of the theater 
at which the movie is to be staged 
| Each of the 16 showmen goes out 
| for a week, makes five bookings, 
‘and then follows through until he 
|has showed the film. 
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Good Design 
Held Symbolic of 
Creative Thinking 


Society of Typographic 
Arts Reaffirms Need in 
Advertising 


(Picture on Page 31) 


Chicago, June 8.—With De Forest 
Sackett, its president, as spokesman, 
the Society of Typographic Arts, 
persistent exponent of good design 
as an essential part of advertising, 
made another effort last night to 
convert the advertising field to its 
viewpoint. 

The occasion was the concluding 
lecture in the STA series. Mr. 
Sackett, formerly art director of 
the Walgreen Company, and now 
a free lance designer, said that de- 
sign is merely “honest, functional, 
creative thinking.” While he pre- 
sented some examples of advertis- 
ing that meet these requirements, 
mest of the copy seen in current 
publications, he contended, is su- 
perficial, tricky, and just plain 
careless—or to put it briefly, “just 
typographic trash.” 


Blames the Machine 


Advertising shares this dubious 
distinction with the fruits of mass 
production, Mr. Sackett said. When 
generation after generation of 
skilled individual workmen concen- 
trated on production of a single 
product or line, they gave it a meas- 
ure of design and beauty, simply 
because hand methods made for 
functional honesty. But with the 
advent of the machine, he asserted, 
intrinsic beauty became a__ lost 
cause. 

“The machine could put a million 
furbelows where one simple curve 
had formerly been the functional 
result,” said he, “so the designer 
put ’em on. The machine could cast 
delicate roses and butterflies in 
massive iron, so stoves and machin- 
ery were garlanded with phony 
ornament. 

“As the century progressed, the 
phonies became phonier and pho- 
nier. The women wore bustles and 
false fronts and acquired waistlines 
that nature never intended. Appar- 
ently the designers all died, for we 
look in vain for honest, functional, 
creative thinking in any of the 
practical arts. Printing fell to the 
dismal depths of a pale, anemic, 
completely unpleasant mechanical 
copper-plate technique, and modern 
advertising was born with no prece- 
dent of its own in an age in which 
good printing design had ceased to 
exist.” 

Design is not a catch-word like 
“streamlining,” Mr. Sackett con- 
tinued, but has been a vital force 
in all periods because of its pres- 
ence or absence. Design is some- 
thing basic, he insisted, and when a 
problem is attacked by design, the 
solution is successful and beautiful 
because it is honest and functional. 


Perfection Lives On 


Mr. Sackett chose a layout 20 
years old as Exhibit 1 in his plea 
for good design. Oswald Cooper 
was the designer, and despite the 
age of the result, “it could be used 
today without a change, so perfect 
is its idea, style and execution.” In 
this connection, Mr. Sackett said 
that the Society of Typographic 
Arts is preparing a book about 
Cooper set in Cooper Old Style, 
Written and designed by Raymond 


DaBoll, and shortly to be distrib- 
uted to members. 

Exhibit 2 was an advertisement | 
for Phoenix Hosiery, which Mr. 


Sackett held one of the best exam- 
ples of post-war copy, when no ad- | 
vertisement could be set without a 
border. 

Example 3 was created in 1928 | 
by Rene Clark to sell Wesson Oil 
and “every element in it is utilized | 
solely for that purpose,” according | 
to Mr. Sackett. “I challenge you | 
to find another to match it in a cur- 
rent publication,” he said. “It is 


timeless because it resulted purely 
from honest, functional, creative 
thinking.” 

Exhibit 4 was an advertisement 
designed by Rockwell Kent in 1928 
for Marcus & Co. and No. 5 was one 
of a series used by the Hartford 
Fire Insurance Company in 1929. 
Mr. Sackett then came up with a 
1938 Dodge advertisement which he 
said met all specifications. Next 
came a Paul Jones ad, with “layout 
as direct as possible and art work 
which compliments the reader by 
straightforward, honest symbolism.” 
The result was “a good advertise- 
ment when it appeared a year ago 
and a good advertisement 25 years 
hence.” 

Mr. Sackett next discussed the 


advertising of the Container Cor- 
poration of America. 

“At first glance it catches your 
eye by its distinctly modern note,” 
he commented, “but its power rests 
in its complete simplicity and elim- 
ination of all but the important ele- 
ments necessary to point out that 
the business and commercial life of 
the nation is advanced by the com- 
pany, which converts tons of waste 
paper into the indispensable car- 
tons and boxes by which business is 
carried on. The story is told with 
dignity and interest, and far more 
completely than could be accom- 
plished by several paragraphs of 
copy. This series takes up one idea 
at a time, and doesn’t try to discuss 
every aspect of the company’s busi- 


ness in a single piece of copy.” 

The most modern example of 
good advertising is an _ editorial 
spread from Life’s June 5 issue 
dedicated to “America’s Future,” 
depicting the “American Frontier— 
1939.” 

“If ever a printed message pro- 
moted the interests of homestead- 
ing, of a new frontier, of new hope, 
happiness and security, this mag- 
nificent photograph did,” com- 
mented Mr. Sackett. “The most un- 
cultured, unlettered backwoods- 
man, as well as the most enlight- 
ened aristocrat, feels a pull at his 
heart when he looks at this illus- 
tration. 

“In Life this spread was simply 
a picture, but if you, as an adver- 


tising man, wanted to set up the 
same universal longing in the 
hearts of millions of potential 
homesteaders in a property you 
were promoting, would you use this 
photograph, simple and unadorned, 
as it is here? That would be de- 
sign. 


Cut Down Size? 


“Or would you cut down the il- 
lustration to one-fourth of this size, 
add a ‘Why I am so crazy to stay 
home’ caption in letters a half-page 
high, add 15 paragraphs of totally 
unrelated copy, each paragraph ex- 
pressing a different idea, add a car- 
toon strip, add a map and a cou- 
pon and a testimonial, plus a pre- 
mium deal?” 


and THIS IS NO IDLE GOSSIP 


[ 


“Here's the low-down on my operation,” grinned the A.M. of a large na- 


tional advertiser as he buttered a bun at the monthly luncheon of Ad men. 


You've probably seen our full color ads in the current magazines. Nice, 


aren't they? Those pictures are reproductions of kodachrome shots of our 


product in different parts of the country. They also represent about six 


months of experiment and headaches. Why? Because the first engraver | 


used had about as much luck with our kodachromes as Johnstown had in the 


Preakness. Finally, an agency production man pal of mine said, ‘Why don’t 
you try Rogers?’ | did, and I'm telling you they got color out of those films 
even | didn’t think was there... They really know the answers, when you 


want engravings that have the punch...And this is no idle gossip!’ 


ROGERS ENGRAVING COMPANY 


Adolph F. Buechele, President e 
2001 CALUMET AVENUE e 


Phone: 


Master Craftsmen of Photo-Engraving 


CALumet 4137 ¢ CHICAGO, ILLINOIS 
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Consumer Groups 
Harass Advertising, 
Bristol Declares 


(Continued from Page 1) 


the theory of spending the way out 
of a depression as comparable to 
“going on a drunk to sober up.” 

Others who occupied the speak- 
ers’ rostrum included R. S. Wilson, 
vice-president, Goodyear Tire & 
Rubber Company, who recom- 
mended increased attention to the 
development of new markets 
through research; Leon C. Stowell, 
executive vice-president, Under- 
wood Elliott Fisher Company; Har- 
old J. Cummings; vice-president, 
Minnesota Mutual Life Insurance 
Company; W. H. Harrison, vice- 
president, American Telephone & 
Telegraph Company; C. H. R. Wei- 
kel, commercial research manager, 
Bethlehem Steel Company; O. H. 
Martinson, Barron G. Collier; Dr. 
N. H. Engle, president, American 
Marketing Association; Mrs. Anna 
Steese Richardson, Crowell-Collier 
Publishing Company; Carl Wollner, 
president, Panther Oil & Grease 
Mfg. Company; and Edward J. No- 
ble, executive assistant to Secretary 
of Commerce Harry J. Hopkins. 


Defends Colorful Copy 


Emphasizing the thin line of de- 
marcation between producer and 
consumer and the interdependence 
of both, Mr. Bristol warned his lis- 
teners that the consumer movement 
was a threat to advertising and de- 
fended advertisers’ rights in putting 
color and drama into their appeals. 

Business should organize itself 
and fight against those who set 
themselves up as consumer spokes- 
men, he asserted, adding: “We as 
manufacturers know more about the 
consumer than these spokesmen do, 
or than the consumer himself does, 
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las the result of our many trans- 


actions with him. We are faced 


|with a big public relations job and 


a battle for our rights because busi- 
ness is a pro-social and not anti- 
social unit.” 

Advertising and the capitalistic 
system are interlocked, Mr. Bristol 
maintained, they cannot be sepa- 
rated and the various consumer ac- 
tivities that would eliminate ad- 
vertising “to reduce expenses” 
would discard not only advertising 
but capitalism as well. 


Deplores Constant Criticism 


For the past 10 years business has 
been in the “crying room,” Mr. 
Lovejoy informed his audience, “al- 
ways complain- 
ing, always send- 
ing someone to 
Washington, al- 
ways getting up 
and telling 
what’s wrong 
with the admin- 
istration. The po- 
litical scene 
doesn’t interfere 
with markets for 
a company that 
has the product 
and goes out and 
sells it. Too 
many of us fear 
what may happen to these markets 
and neglect our selling efficiency.” 

He condemned pump-priming and 
advised industries accustomed to 
boom-time revenues to adjust them- 
selves to reasonable, normal profits 
without curtailing advertising. The 
latter, he declared, “‘is vital because 
markets are minds, and it’s what 
people think that makes them buy 
a product. When there is a falling 
off in business, executives look on 
advertising as an expense instead of 
an investment. If they find $5,000,- 
000 was spent by the company for 
advertising last year, they cut a 
million dollars from the appropria- 
tion. They may do that for the first 
year and not miss it, but eventually 
it will be reflected in a falling off 
in the demand for its product.” 

Dr. Nystrom joined Mr. Lovejoy 
in assailing heavy spending, but he 
held out a ray of hope by asserting 
that “recovery is well under way 
and the outlook is improving.” He 
expressed the opinion that better 
business management would chart 
the path to economic recovery. 


Misinformation Spreads 


Mrs. Richardson warned the sales 
executives not to underestimate the 
significance of accelerated consumer 
activity. Drawing on her long ex- 
perience as director of consumer ac- 
tivities for the Crowell-Collier Pub- 
lishing Company, she _ recounted 
numerous instances of attacks on 
specific branded products. She also 
emphasized the growing belief 
among the nation’s youth that busi- 
ness is dishonest, nurtured by 
teachers who implant these concepts 
in formative minds. She urged 
business leaders to combat the 
dissemination of misinformation 
through consumer groups. 

Two awards for outstanding sales 
achievements were presented at the 
meeting. To the Kelvinator divi- 
sion of Nash-Kelvinator Corpora- 
tion went the Howard G. Ford 
Plaque, awarded annually by the 
Sales Managers’ Association of Phil- 
adelphia for “outstanding contribu- 
tion to sales management and sell- 
ing.” The presentation was based 
on the National Salesmen’s Crusade, 
launched by George W. Mason, 
Nash-Kelvinator president, and the 
resultant “Sales Mean Jobs” cam- 
paigns which swept the nation dur- 
ing 1938. Honorable mention went 
to the Texas Company and Dr. 
Pepper Company. 

The other award, offered by Sales 
Management, was presented to the 
St. Louis Sales Managers Bureau, 
represented by John S. Jones, Ral- 
ston Purina Company, for outstand- 
ing contribution to the advancement 
of salesmen. 

Arthur W. Ramsdell, general 
sales manager, Borden Company, 
New York, was elected president of 
the Federation, succeeding J. C. 
Aspley, president, Dartnell Corpo- 
ration, Chicago. Other officers 
chosen were: H. C. Anderson, Globe 
Wernicke Company, Cincinnati, H 


Arthur Ramsdell, 
New President 
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ABIR once cc ccccsesrerevecees 3.3 1,436 5.0 2,158] Screenland ............-:. 22.9 9,826 25.8 11,055 
Better Homes & Gardens.... 47.3 29,900 31.2 19,743 Silver Screen ...........-- 21.9 9,379 26.5 11,355 
*Big Seven Group........... 6.9 1,547 7.5 1,680 Rosi cnt 
OPW BAO css diescccevessyn 16.1 10,936 18.6 12,620 Total Group ........... 199,734 194,50 
EE ig re ee aaah on 3.2 1,374 4.0 1,720 
CUPSMCINE TEOTRIS 6cic ic ecccves 16.3 6,992 14.8 6,335 : 
DE. scene cnse ee aes 56.3 24,169 56.2 24,101 OUTDOOR 
Country Life & The Sports- American Rifleman ......... 31.7 9,303 21.5 9,219 
BOO coca eessowreosciviss 30.1 20,199 29.7 19,971| Field @& Stream............. 48.6 20,840 46.3 19,872 
Sree eT Ter eeee Tee 4.3 1,847 5.6 2,405| Fur-Fish-Game ............ 17.2 7,369 15.3 6,574 
Esquire (National) ......... 78.5 52,784 74.6 50,124|Hunting & Fishing......... 20.8 8,925 23.6 10,122 
Esquire (Sp. Edition)....... 6.5 4,368 10.5 7,056 | National Sportsman ........ 21.5 9,206 23.2 9,947 
*Extension Magazine ...... 7.4 5,113 8.6 C.OEe FOMCHOSCE BATS cc weciciccciaas 38.3 16,441 42.9 18,395 
| Perr Te ere eee ee 85.3 53,878 70.4 ee MS | PT eereeTreTererrr er 11.6 4,971 15.5 6,634 
ARORA Ee 2 ee eee 5.9 2,520 15.4 GEISTOUCKCOPSMAN§ «2c cccressnser 18.9 8,124 14.5 6,228 
PEED DOOMED bc cccnccecvs 12.1 5,355 14.2 Ten en MOEN ccdcenesosscies 30.7 13,172 32.5 13,944 
House & Garden....... . 40.7 25,722 25.8 16,313 —- ——— - 
House Beautiful ........... 35.6 22,500 27.9 17,642 eee SPD bs coesasdvs 98,351 100,935 
ee ba eas cee ee 11.0 7,515 10.1 6,912 
Mechanics Illustrated ...... 29.8 6,671 38.0 8,510 MAIL ORDER 
Moose Magazine ........... 6.7 2,878 3.9 1,669 | _. F 
*Motor Boating ............ 79.5 34,344 79.56 34,326/COmfort .............+eees, 4.4 2,968 4.4 2,985 
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ttNature Magazine ........ 6.0 2,567 6.3 2,706|Home Friend .............. 6.3 2,710 5.6 2,388 
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Open Road for Boys........ 14.1 6,039 12.9 5,517 
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Company, St. Louis, and Hugo A. 
Bedau, Marchant Calculating Ma- 
chine Company, San Francisco, vice- 
presidents; Warren K. Rishel, Mor- 
ton Mfg. Company, New York, 
secretary; Bernard Lichtenberg, In- 
stitute of Public Relations, New 
York, treasurer. 


Lee Donnelley is 


Re-Elected by 
Agency Network 


Chicago, June 6.—Lee Donnelley, 
head of the Cleveland agency of 
that name, was re-elected president 
of the First Advertising Agency 
Group at its tenth convention here 
last weekend. All other officers 
were also re-elected. 

They include C. P. Clark, C. P. 
Clark, Inc., Nashville, vice-presi- 
dent; and Charlton Keen, Groves- 
Keen, Inc., Atlanta, secretary-treas- 
urer. Parker Holden, Holden, Gra- 
ham & Clark, Inc., Detroit, was gen- 
eral chairman of the convention. 

A poll taken among members 
pointed to expectation of better 


as compared with the same period 
in 1938, according to an announce- 
ment made at the conclave. This 


Magazine Linage 
Scores First Gain 
Since Dec. ‘37 


New York, June 8.—Magazine 
linage scored its first comparative 
gain since December, 1937, this 
month with a total of 1,325,411 lines 
as compared with 1,278,169 in June, 
1938, an increase of 3.7 per cent, 
according to Publishers’ Informa- 
tion Bureau reports. 

Weekly and semi-monthly maga- 
zines, currently reporting May lin- 
age, continued the favorable show- 
ing of the past three months with 
a gain of 13 per cent. The total 
this year was 998,030 as compared 
with 883,270 for May, 1938. 


General Up 6.3% 


Among the monthlies, general 
magazines made the best showing. 
This group reported a total of 
622,329 lines as compared with 
585,177 last year, an increase of 6.3 


business during the last half of 1939 | 


group now has representation in 27 | 
cities of the United States, five in| 


Canada and facilities in several for- 
eign countries. 


To Jasper Lynch 

Metalknit, Inc., New York, licen- 
see of Elastic Knitted Wire Com- 
pany, manufacturer of Flexture dis- 
play material, has named Jasper, 
Lynch & Fishel, New York, to 


handle its account. A campaign in 
business papers and direct mail is 


J. Reinhart, Frank Adam, Electric | being planned. 


per cent. Women’s magazines car- 
ried 371,382 lines, a gain of 3.4 per 


cent over the 359,223 reported last 
year. 

Women’s group magazines also 
registered a gain with a current 
total of 199,734 as compared v'th 
194,503 in 1938, an increase of 2.7 
per cent, Standard magazines car- 
ried 21,586 lines, a decline of 13.1 
per cent from the 1938 total of 
24,829. 


Outdoor Down 2.6% 


The current total for the outdoor 
magazines was 98,351, a decline of 
2.6 per cent from 100,935 lines re- 
ported last year. Mail order maga- 
zines reported 12,029 lines, a de- 
cline of 10.9 per cent from the 1938 
total of 13,502. 

Figures and page totals for the 
individual magazines are shown in 
the accompanying table. 


MAILING SERVICE 


Multigraphing — Filling-in 
Addressing - Mimeographing 
THE LETTER SHOP, Inc. 


140 So. Dearborn St. Wabash 8655 
CHICAGO 


VELOPED 
FISHING FOR MORE BUSINESS." 


THE CONTEST DEPARTMENT 
THE DARTNELL CORPORATION 


A NEW DARTNELL SUMMER SALES CAMPAIGN 
TO HELP YOU INCREASE SALES THIS SUMMER 


BOB WHITE. SALES MANAGER FOR ECKERSON FRUIT CANNERS. INC., RE- 
PORTS AN INCREASE OF 157% OVER LAST YEAR'S SUMMER SALES THROUGH 
USING THE 1938 DARTNELL SUMMER SALES CAMPAIGN. DARTNELL HAS DE- 
A BRAND NEW SUMMER DRIVE FOR 1939. 
IF YOU SELL THROUGH SALESMEN OR 
DEALERS SEND TODAY FOR FULL DETAILS TO: 


THEME: “LET'S GO 


4660 RAVENSWOOD AVE. 


CHICAGO, ILLINOIS 
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June 12, 1939 


Urges Realistic 
Attitude Toward 
Consumer Groups 


(Continued from Page 1) 
must turn, not to the crisis of a dec- 
ade ago, but rather to the revolu- 
tionary changes of the century 
preceding. Adjustments in educa- 
as in so many other things, 
had failed during that time to keep 
pace with technological and en- 
ronmental changes. 

“Cultural lag resulted, and in the 
unsatisfied educational needs of the 
new economic order was pent up 
the force which is now carrying 
forward so rapidly the development 
of a consumer program.” 


non 


Raps “Red” Accusations 


In commenting upon what the 
attitude of business toward the 
movement ought to be, Dr. Cassels 
said: “We must face the fact that 
two forms of opposition from par- 
ticular individuals or groups in 
business are making amicable pro- 
gress more difficult than it would 
otherwise be. 

“The first of these forms is an 
open and bitter hostility which 
seeks to crush the consumer move- 
ment out of existence. Those who 
adopt this attitude are inclined to 
represent the movement as some- 
thing inconsistent with American 
ideals and seek to discredit it by 
referring to all of us as ‘reds’ or 
‘communists.’ ” 

“While I am sure that the interest 
of people in consumer problems is 
being stimulated rather’ than 
checked by these attacks, I think 
we should deplore these tactics be- 
cause of the ill-will they are cal- 
culated to engender.” 

The second form of opposition, he 
added, is less direct and less bitter, 
but no less difficult to deal with. 
This, he declared, consists of at- 
tempts to control rather than to 
crush the consumer movement. 

“In some cases,” he said, “con- 
sumer organizations have _ been 
deliberately set up and financed by 
business groups to promote their 
wn particular interests; in other 
cases pressure or persuasion has 
exerted on the leaders of or- 
ganizations already in existence. 
Very commonly booklets, films and 
ther types of business materials 
prepared by business concerns for 
use in the education of consumers 
are definitely colored by considera- 
tons relating to their own interests 
as sellers. 

“It is this kind of activity by par- 
ticular groups, which, more than 
anything else stands in the way of 
the establishment of right relations 
vetween business and consumer 
education.” 

Dr. Cassels commented optimisti- 
ally upon those in business who 
now aware of this and who 
appreciate the importance of the 
mMsumers having minds of their 


” 


been 


are 


wn 
Wii, 


Cites Government Tasks 


Mr. Montgomery reviewed briefly 
everal of the government’s func- 
tons in protecting consumers from 
uch ills as false advertising, mis- 
randing and off-standard or dan- 
serous products. 

He predicted that government 

uld be called upon to perform 

re and more specific services in 
“is regard and that the future 

iid see it in the role of “arbiter” 
‘tween business and the consumer. 
Mr. Fuller offered a variant point 
‘view. The Curtis president de- 
ared that the government, if it 
neerely wanted to further con- 

r interests, might look into the 
ng cost of government itself and 
prove consumer knowledge upon 

* whole subject of taxation, both 
“rect and indirect. 

‘We may be approaching the time 
fen a choice must be made in this 
untry between a lower standard 
‘living as a permanent thing or a 
ver rate of taxation, in order to 
“mulate a greater volume of pro- 
Action and consumption,” he com- 

nted. 

The average consumer may blame 


business because consumer dollars 
do not go farther, as well as for the 
spread between originating and 
consuming costs, he declared. Mr. 
Fuller termed hidden taxes “eco- 
nomic sabotage,” asserting that they 
require the manufacturer to drain 
purchasing power from his own 
market. Hidden taxes, he added, 
now account for about 33 cents of 
every dollar earned. 

He criticized the tax aspects of 
social security, workmen’s compen- 
sation, the wage and hour law, la- 
bor relations board policies, foreign 
trade treaties and other programs 
which “increase cost, restrict the 
free swing of private competition, 
stifle the incentive to human en- 
deavor, and subtract more and more 
through taxation.” 

While many departments of the 
government are furthering consum- 
er education, Mr. Fuller termed it 
“paradoxical” that other depart- 
ments, such as those referred to, are 
damaging the cause of the con- 
sumer. 

“Surely,” he concluded, “the way 
to make progress toward solving 
our problems—all of our problems 
—is to ease the handicap of our 
commercial life, to free the brakes 
of excessive taxation and to encour- 
age and insist upon higher ethical 
standard of business.” 


Emphasize Advertising’s Part 


Both Mr. Fuller and Mr. Benson 
emphasized the part played by ad- 
vertising in improving American 
standards of living. Mr. Benson 
also devoted some attention to the 
type of consumer education mate- 
rial which will serve the consumer 
best. 

He commented on several books, 
some of which he said were the 
work of able writers, making a real 
contribution to the subject of con- 
sumption. In their treatment of 
advertising, however, they are 
either biased or uninformed, he de- 
clared. 

One book, he said, contains a 
chapter on advertising which “con- 
demns the whole for outstanding 
errors of a few. It refers to some 
things which happened a dozen 
years ago, unmindful of a radically 
changing world. It makes sweep- 
ing statements about the effect of 
advertising on price, in a_ field 
where even experienced advertising 
men are searching for the truth. 

“Still it is one of the most widely 
used textbooks in high schools.” 

Mr. Benson termed this confer- 


ence “proof of a growing conviction | 


that no real advance in economic 
relations can be made without mu- 
tual understanding and goodwill be- 
tween the forces involved; between 
producer and consumer, advertising 
and reader.” 


Doesn’t Control Radio 


Mr. Kirby’s address highlighted 
the final session of the conference. 
He vigorously disputed the conten- 
tion that advertising controls either 
the press or the radio. On the con- 
trary, he declared, “Without the 
advertising dollar, a free press and 
a free radio would not be possible 
in this country. 

“Let those who would seek to de- 
stroy and undermine advertising | 
mark well those words. Let them | 
consider, too, that if advertising has 
not the full opportunity to appeal 
to our decent desires, to make us 
want new and better things, then 
mass demand will dry up and with 
it, mass production and employ- 
ment.” 


To Metropolitan 


Metropolitan Advertising Com- 
pany, New York, has been ap- 
pointed to direct the accounts of 
The Essex and Sussex, Spring Lake 
Beach, N. J., and Eddy Farm Hotel, 
Sparrowbush, N. Y. Edward Mills, 
lessee of Hotel Cedarshore, Sayville, 
L. I., has also named the agency to 
direct its advertising. William M. 
Tyack is account executive. 


Izzard Changes Name 


The Izzard Company, Portland, 
Ore., has changed its name to Pa- 
cific National Advertising Agency. 
It was founded in 1897 as White 
Advertising Bureau, and also has 
offices in Seattle and Tacoma. 
Davidson’s Baking Company, Port- 
land, has named the Portland of- 
fice to handle its account. 


tie’ 


Poultry and | Poultry and 
Livestock | Livestock 
-—Commercial Display— -—Display— | -—Commercial Display— -——Display—. 
———1939—_. ——1938 1939 1938 1939, -——_19 38, 1939 1933 
Pages Lines Pages Lines Lines Lines Pages Lines Pages Lines Lines Lines 
Monthlies California Cultivator 24.7 18,684 27,0 20,438 68 85 
*American Cotton Dakota Farmer bocce BOO 8,305 14.1 10,847 982 2,029 
Grower ....e+6. 3.9 2.683 0.8 §33 The Farmer (General 
American Fruit Grower 14.7 6,620 12.0 5,414 | errr rr ti 17.4 13,674 -19.0 14,895 3,049 350 
American Poultry Jour- Indiana Farmer's Guide 19.2 7,996 10.1 7,956 365 9 
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Breeder’s Gazette - 3 287 6 2 85 1,377 1.617 Missouri Ruralist eves 8.1 6,160 9.9 7 495 S64 1,1 BS 
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PYORNOE ssncavinsce 3.4 2,479 5.4 3,909 396 68 ae ae ae eee 
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Garden ..-..+.++.++- 43.1 26 11.9 364 1,404 1,342 (Four issues unless otherwise noted) 
*Ohio Farmer Bureau . " 
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Poultry Tribune: ; : Dairyman’s League 
Eastern Edition .... 9.9 4.235 10.0 4,28 1,189 1.488 News eseeces esseeeee 6.6 c¢4,829 6.4 c4,64 466 13 
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Carolina-Va, Edition. 20.1 14,668 20.4 14,829 220 255 Southern Edition 28.5 21,512 30.0 22,690 83 245 
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Kentucky-Tenn, Ed.. 20.2 14,700 19.9 14,472 139 tod fg Pot Al ° 87 9 
Mississippi Edition... 19.0 13,826 19.6 14,296 137 103} Friday Edition ..... 2.5 2,870 4,30 oo! ‘ 
Texas Edition ...... 19.9 14,456 18.6 13,508 247 184] , Tuesday Edition LL c2,728 2.4 05,534 9 34 
tAll Editions ...... 16.8 12,255 15.4 11,188 111 Washington Grange , : . . 
tAver. of 5 Editions. 19.8 14,405 19.6 14,286 171 181 |  NOWS «-0+000000s- oo 13.8 35,876 20.9 11,8 
Southern Agriculturist. 13.5 9,436 11.6 8,094 105 37) W a Kansas City 
Southern Planter 10.4 7,271 9.8 6,878 304 303 ped , eae ; 
Successful Farming ... 30.8 13,862 35.1 15,785 186 342| Missouri Edition 6.9 c17,16¢ 5.9 14.49% 3,962 1,199 
Wyoming Stockman- : ——— 5 cme — -——— 
POPE cadvcwccavesas 3.6 4,009 4.0 4,446 164 232 aoe ame prone 94,871 92,679 i,129 606 
eames: a Pes eiiahticiins. - iain ailies (May 
al Group ....... .. 258,435 . 253,892 9,942 10,429] °Chicago Daily Drov- , 
<a. Green *| “ere Journal ......... 18.7 39,699 10.1 21,581 9,492 7,41 
Semi-Monthlies *Kansas City Daily 
—— .. Sap . 4e6 ee ee Drovers Telegram 16.4 34,879 12.9 27,429 5,276 3,327 
alifornia Grange News 5 9,27 , : whe “2 , or 
Saatnnndlinemnan 17.0 12,846 19 2 14 521 678 621 “Omans Daily Journal - . 7 * 7 = = 995 
. . mre beers - ig ha =e ee - p4 BtOCKMOAR ccccsccces 17.9 38,147 13.1 27,908 6,196 5,395 
Hoard’s Dairyman 19.7 4,368 17.0 12,355 1,943 640) est. Louis Daily Live 
Missouri Farmer ..... 8.0 6,267 9.3 7,268 1,077 185 Stock Re or . 15.0 31.939 9.9 21,191 $75 5,49 
Montana Farmer ..... 15.9 12,012 16.9 12,812 1,186 795 ee ee Stone Se i cael 
*Oregon Grange Bulletin 13.8 15,008 14.2 15,404 ‘ oose Total Group ........ 144,664 98,109 26,839 21,635 
TUtah ParMer ...ccee 8.0 6,079 15.7 11,903 134 143 
Western Farm Life 15.4 12,040 15.4 12,050 592 es.) 
od -_— - *Figures provided by publisher. 
Total Grewp .cccccce 81,812 86,124 5,476 4,719 tNot included in total. 
Bi-Monthlies (May) tMay—not included in total. 
(Two issues unless otherwise noted) "One issue for 1939—not included in total. 
American Agriculturist 14.2. 10,342 20.6 14,990 1,631 1,912 c—Five issues. 
3 — —— 
* 
Farm Monthlies Woodruff Pransted Brazil Nemes Dillingham 
° P H. W. Woodruff has been ap- The Brazilian Pavilion at the New 
Report 1.8% Gain pointed to the new position of con-| York World’s Fair has appointed 
troller of Cluett, Peabody & Co.,| Dillingham, Livermore & Durham, 
= o . . . 
in June Linage Troy, N. Y. Mr. Woodruff joined|New York, to handle its account. 
the New Orleans office of the com-| Local newspapers and magazines 
New York, June 8.—June linage | pany in 1922 as a bookkeeper. will be used. 
in monthly farm papers totaled |— = a 
258,435 as compared with 253,892 in 


1938, Publishers’ Information Bu- 
reau reported today. This is a gain 
of 1.8 per cent. 

May linage in two of the four 
,other farm paper classifications 
currently reported also showed in- 
creases over 1938 totals. Weekly 
farm papers carried 94,871 lines, an 
| increase of 2.4 per cent over the 92,- 
679 lines reported in May, 1938. 

Dailies reported 144,664 lines, a 
gain of 47.5 per cent over the 1938 
total of 98,109. Semi-monthlies 
showed a loss of 5 per cent, the 
current total being 81,812 as com- 
pared with 86,124 last year. Bi- 
weeklies carried 225,635 lines, a 
drop of 10.8 per cent from the 252,- 
915 reported at this time last year. 

Figures and page totals for the) 
individual papers are shown in the | 
SSE table. 


Publishers Plan 
‘One-Day Summer | 
Conference June 22 


New York, June 7.—The midsum- | 
|mer conference of the National Pub- 
lishers Association will take place 
June 22 at the Wykagyl Country 
Club, New Rochelle, N. Y., George | 


| 


nounced today. 
Following a morning and after- | 


will be held in the evening. Sub- 
jects scheduled for discussion in- 
clude postal matters, advertising 
problems, circulation, censorship, 
Federal Trade Commission, 
and drug legislation, wage and hour 
act and sales tax legislation. 


Houser Appointed 


Alfred C. Houser has been ap- 
pointed director of advertising and 
promotion for Industria! Training 
Corporation, Chicago. 
merly with Rosenow Company. 


Hygea Appoints O’Dea 

Hygea Research 
New York, has appointed O’Dea, 
Sheldon & Canaday, New York, to 
handle promotion of its lining for 
shoes. 


noon of golf, a business meeting | 


food | 


—— UN IS 


FROM THE RED 
RIVER VALLEY! 


The Red River Valley raises prize crops — and these 


crops make our hayseeds 


which supplies most of Valley's nee 
C. Lucas, executive secretary, an- country’s largest farm implement machets — one of 


people of means! Fargo, 


one of the 


‘the best spots in the Nation to sell anything else that 


folks anywhere buy! 


He was for- | 


PETERS, INC. 
Corporation, | NATIONAL 


| 


N. B. 


WDAY delivers all the Valley’s 1,509,107 listeners 
exclusively—at low cost. May we show you examples 
of what this means—in results? 


Affiliated with the Fargo Forum 


FREE and 


N. 


REPRESENTATIVES 


FARGO 


940 KILOCYCLES 
$000 WATTS DAY 
1000 WATTS NIGHT 
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to his news comments, Mr. Roose- 
Jergens fo Launch wit 's.:c"s"human soerest| Index of Retail Activity in mportant| 
problem and listeners submitting 
the best answers will be rewarded M arkets 
New Network Show with Emerson radios. The contract 
& * . . * . * 
was arranged through Grady Based on total retail advertising volume in all newspapers in each city. 
Wagner Company. 
Over CBS July ] Summer Series for Gulf Oil (Copyright, 1939, by Advertising Publications, Inc.) 
Gulf Oil Corporation raised the 
New York. June 8.—Andrew Jer-| Curtain on its summer series, ““Mu- 
, id . 
gens Company will launch a new sical Playhouse,” on Sunday, June | | 
“ : “1 11. Jane Froman and Jan Pearce +20 
ok sae a ee singers, and Erno Rapee conductor, RETAIL ACTIVITY sn 
dramatization of American home ny ’ hi h +15 | MAJOR MARKETS 
life, on the Columbia Broadcasting | 27 a y= pag ggg whic — year “7 
System on July 7. Starring Leon ¥ —- comes i th +10 + =< ca 
Janney, the series will be broadcast | *°U"8 aseem 2s ee agency. ly Dorm __ [veer tc tere 4 
over 62 stations, 27 of which will Two Cigarette Renewals +5 Tih — a 
be added after the first 13 weeks, on Last |! / — — - 
Friday from 7:45 to 8 p. m. Wood-|_. Preezing Along,” sponsored by! lvear ’ cane 
Be : MA be Re Philip Morris & Co., and “Name oh - 
bury facial soap will be advertised. Three,” by Alfred Dunhill ot tom -5 a co 
Lennen & Mitchell is the agency. 4 Pp { ‘ ple 
anaes 'don, Inc., have both been renewed -10 0 
G. Washington Renews ‘on MBS through Biow Company. ae 
Effective Sept. 23, G. Washington “Breezing Along” is heard on Fri- '5 ot 
. ’ . t 
Coffee Company has renewed its|4ay from 8 to 8:30 p. m. and “Name tw 
4 contract for a year with the Na- Three” on Monday at the same 7 1 8 15 22 29 6 13 20 27 3 10 17 24 1 Ty 
vi tional Broadcasting Company.| time. ) — - sion — . JUNE say wt 
7 “Uncle Jim’s Question Bee” is Kate Smith Replaces Benny AN. APRIL MAY ly = 
heard over 7 stations on Saturday ‘i , “a Ex 
. from 7:30 to 8 p.m. Cecil & Pres-| “Zhe a ee ae ” Bagge cur- % Gain % Gain ab 
brey handles the account. rently on the Kate Smith program 22-Week 22-Week 22-Week or Loss or Loss a 
for Swans Down cake flour and Period Period Pericd 1939 1939 Week Week % Gar 0 
Campbell Reopening Sept. 10 Calumet baking powder on a CBS Ended Ended Ended over over Ended Ended or se 
q ¢ Se on 
rah The “Campbell Playhouse.” star- | network, has been chosen by Gen- City June 5,1937 June4,1938 June 3, 1939 1937 1938 June 4,1938 June 3, 1939 Lo: Fi’ 
* ; P nrg eral Foods Corporation to replace |"Asron, 0. .......---- 7,310,638 5,374,471 7,261,326 41.7 —20.7 221,998 150,308 Be: 
ring Orson Welles, which faded |‘ he Sund CE 2b Cesscenewne 4,425,233 3,744,513 3,615,305 —18.3 —8.5 159,525 153,479 
from the air June 2, will be re-|Jack Benny on the Sunday evening | ajtoona, Pa. .......... 3,060,861 2,248,624 2,362,913 —22.8 +61 70,539 75,334 
sumed again on CBS Sept. 10,|NBC Jell-O program for the sum-| Atlanta, Ga. .......... 6,873,426 6,442,450 7,271,656 +5.8 +129 266,686 341,838 
Sponsored by Campbell Soup Com-|™er season. The new Jell-O pro-| Baltimore, Md. ....... 9,998,049 9,492,964 9,325,270 —6.7 —1,8 408,910 431,920 
: : gram will go on the air July 2 and | Birmingham, Ala. 5,520,130 5,394,634 5,482,162 —0.7 +1.6 275,856 280,588 
Pees, Sie Pengeaes WE BP See OF Tal be honed from 9 to $20 o. wm. | See Meee. .......- 8,942,094 8,198,774 8,314,311 —7.0 +14 330,772 336,580 
Sunday instead of Friday nights. | ™* he usual NBC Red network. | Bridgeport, Conn. 4,218,368 3,806,964 4,069,516 —3.5 +6.9 140,364 160,748 
Time and number of stations have|0Ver the usual eG NE WOFK. | Buffalo, N. Y.....+..++: $,036 458 7,174,370 6,837,390 —14.8 —4.7 280,238 301,700 
not yet been decided. Ward Whee- Young & Rubicam is the General |Camden, N. J.......... 1,724,189 1,606,031 1,731,339 +0.4 +7.8 60,655 75,678 
lock Company directs the account. Foods agency. Cedar Rapids, Ia....... 2,269,52 2,020,564 2,094,118 —i7.7 + 3.6 95,004 89,432 
Sesieh for Bionuich Charleston, W. Va..... 4,925,683 4,809,300 4,293,065 —12.9 —10.7 159,768 163,996 
President’s Son on MBS erla: tor sisquic Chattanooga, Tenn..... 2,696,471 2,603,752 3,222,218 +19.5 +23.8 113,043 153,276 
' ale : ; , », | SOMIORMO, TE. 200000000 14,725,164 14,100,159 13,005,152 ==11.7 —7.8 619,749 554,427 
Elliott Roosevelt, second son of| A ep a ee Cincinnati, O. ......... 7,708,232 6,752,258 6,892,131 —10.6 +2.1 264,730 272,580 
President Roosevelt and head of the/ing serial dramatizations of Kath-|cloiand, 0. ....... >. 9,267,896 7,790,490 7,530,938 —.TSC 292,705 307,387 
Texas State Network, is appearing|leen Norris’ novels, has been} Columbus, 0. ......... 6,156,519 5,445,708 5,763,211 —6.4 +58 215,452 208,721 
as news commentator in a series| launched by General Mills, Inc., for | Dallas, Tex. .......... 9,202,030 9,150,078 9,054,186 —1.6 —1.1 391,382 416,442 
sponsored by Emerson Radio and/|Bisquick over NBC Station KYW, | Davenport, Ia. ........ pest y te rei aeeaee ry re Lb pa 164,878 
Phonograph Corporation on three| Philadelphia. The new program, ———— - EEREEEEEET. STIRIT. ——— = — oF ama ae vata 
stations of the Mutual Broadcasting | entitled “By Kathleen Norris,” was | 2°"Ye" COLO. seereeeee £,850, 706 5,981,080 3, _ —e <—e 279,08 257,350 
“ . me Des Moines, Ia......... 2,876,854 2,830,782 2,862,641 a=,§ +1.1 134,938 114,304 
System and 23 stations of the Texas| written and produced by Phillips} petroit, Mich. ........ 9,967,438 7,699,185 8,621,018 —13.5 +12.0 271.972 350.853 
State Network. He is heard on/|H. Lord, Inc., and is broadcast five| El Paso, Tex.......... 4,453,098 4,391,323 4,461,006 +0.2 +1.6 182,000 227,192 
Tuesday, Thursday and Saturday,|times a week from 1:45 to 2 p. m.|Erie, Pa. ......--..... 3,860,634 3,888,762 4,077,962 +5.6 +4.9 138,796 158,116 
from 7:15 to 7:30 p.m. In addition | Knox Reeves is the agency. Fall River, Mass....... 1,558,225 1,380,302 1,435,062 —7.9 +4.0 51,519 58,067 
Wlint, Mich, ..cccccees 3,892,980 2,997,526 3,542,286 —9.0 +18.2 114,324 152,012 
= . Resume Texas Theater Fort Wayne, Ind....... 5,216,421 4,672,612 4,521,142 —13.3 —3.3 212,863 182,294 
——— P Sh Me secatecanses 3,204,737 2,457,678 2,419,630 —24.5 —1.6 84,557 100,745 
We | After an eight-week vacation, to|Grana Rapids, Mich.... 4,722,158 3,750,600 3,750,846 —20.6 rr 124,124 151,144 
;|begin June 30, the Texaco Star|Greenville, S. C........ 2,880,779 2,655,673 2,762,783 me | +40 132,608 29,583 
,|Sheater will be resumed by the] Houston, Tex. ........ 7,043,792 7,059,194 7,166,086 +1.7 +1.5 363,958 386,764 
lTexas Company o - 30 over | Indianapolis, Ind. ..... 8,076,502 6,814,424 6,930,642 —14.3 +1.7 268,618 293,580 
tage ga y . one | Jacksonville, Fla. ..... 3,877,034 3,770,994 3,888,990 +03 +3.1 163,829 182,224 
| the S networ a € program | jersey City, N. J....... 1,051,877 917,539 973,171 —7.5 +6.1 49,444 37,510 —241e M 
will be heard on Wednesday from | ingas city, Kans... 1,158,129 1,159,046 1,105,384 —46 —6 64,659 53,200 —li/t— 
9 to 10 p. m. Buchanan & Co. is} Knoxville, Tenn. ...... 4,309,746 4,348,344 4,579,482 +6.3 +5.3 190,750 256,452 +34 
the agency. Little Rock, Ark....... 4,077,500 3,875,810 3,886,820 —4.7 +0.3 174.720 181,916 +4 
‘ ” Los Angeles, Cal....... 10,904,656 9,818,034 10,735,016 —1.6 +9.3 359,308 430.376 +1 
“Circle” on Vacation Louisville, Ky. ....... 6,847,774 6,157,322 6,159,349 —10.1 eas 251,598 258,019 + 
‘ = : il Ph ceneeés aes 4,283,286 3,458,602 3,610,518 —15.7 +44 148,106 147,070 — 
Kellogg Company 's nighttime | vianchester, N. H...... 1,520,976 1,609,190 1,635,058 +7.5 +1.6 52,924 60.723 +14 
\show, “The Circle,” will join the) wempnis, Tenn. ....... 5,156,580 4,822,132 5,060,538 19 = ++.4.9 236,642 239,022 +1 
ranks of summer _ vacationists| ttMilwaukee, Wis 7,769,414 6,513,739 6,155,045 —20.8 anih.5 248,172 208,254 —16, 
e. | July 9. Minneapolis, Minn..... 6,552,009 5,792,472 5,930,297 —9.5 +2.4 214,640 249,225 +16) 
it-« New Bedford, Mass.... 1,443,246 1,341,004 1,319,430 a oie 56,728 52,248 —i4 
“District Attorney” to Pepsodent | New Haven, Conn..... 4,137,636 3,904,530 3,924,606 —5.2 +0.5 163,240 174,776 39 $7 
- : , ,| New Orleans, La....... 8,577,217 7,933,179 8,289,197 —3.4 +4.5 408,647 385,955 —is 
| With Bob Hope going off the) iNew york, N. Y....... 29,450,031 26,002,707 25,658,964 —13.9 —1.3 988,530 930,431 <i 
'| NBC Red network June 20, Pepso-| tBrooklyn, N. Y....... 3,115,577 2,266,340 1,775,015 —43.0 —21.7 76,158 61,037 —I! 
|dent Company, Chicago, will spon-|Norfoik, va......... 4,045,664 3,936,940 4,074,182 £07 +3.5 201,418 184,618 —4 
sor “Mr. District Attorney” June | Oakland, Cal. ......... 3,362,378 3,139,149 3,372,707 +0.3 +7.4 124,453 141,566 +1! 
27 and every succeeding Tuesday caer City, Okla. oeeeee oer py pee ——_— wee — 168,000 —%8 
: : _ « . _ -eoria, rrvrerre Ty 5,175,955 ,462,17 729,452 om. ; 214, 226,142 +5 
i wenn. 7 pesmensemed aa Philadelphia, Pa. ..... 13,361,126 11,318,118 11,964,650 —10.5 +5.7 477,273 463,831 —! 
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June 12, 1939 


ADVERTISING AGE 


—_—_ 


The rates for this department are as follows: 
Wanted,” 
30 cents a line, minimum charge $1. Terms 


All other classifications (single insertion rates): 


“Help Wanted,” “Positions 
“Representatives Available,’ F 
cash with order. 


“Representatives Wanted,” and 


% in., $2.75; 1 to 3 in., 


$4.75 per inch. Write for folder describing discounts for term insertions. 


—————— 


POSITIONS WANTED 


HELP WANTED 


COPYWRITER — Y oung, 
plete ged experience, 
onnec 


ion 
Box i782, ADVERTISING AGE, Chgo. 


WANTED: AN UNCLE DUDLEY, 
to help an ambitious young man of 


with com- 
needs new 


twenty get his start in advertising. 
Two yrs. college. lib. arts. 1 yr. direct 
sales exp. Likes people. Likes to 
write. Wants to work and learn. 

Box 1785, ADVERTISING AGE, Chgo. 
Copy writer—26. Editorial experience. 
Excellent college record. Will prove 


ability with samples. TRY ME. 

Box 1786, ADVERTISING AGE, Chgo. 
OIL COMPANY ADV. MAN, now em- 
jloyed Wants to make new connection 
with growing oil company or agency. 
Five years experience writing copy, 
handling production and field contact 


work. 
Box 1790, ADVERTISING AGE, Chgo. 


Advertising Salesman Wanted 
by National magazine 700,000 ABC, as 
right hand man to advertising mana- 
ger. Under 35. Must be good sales 
letter writer. Give details on experi- 
ence, education, nationality, religion, 
age, salary requirements. Address 
Box 1792, ADVERTISING AGE, N. Y¥ 


SUBSCRIPTION MANAGER WITH 
IDEAS. BUILD OWN CREWS. MAG- 
AZINE 12 years old. Covers steady 
pay field. U. S. Navy Magazine, Kress 
Bldg., Long Beach, Cal., or 2 West 
46th, N.Y.C. 


REPRESENTATIVE 


Ad salesman, news reporter, feature 
writer; 18 years exp. technical mags. 
Desires Philadelphia area for good 
national trade journal. 

Box 1764, ADVERTISING AGE, N. Y. 


AVAILABLE 


MISCELLANEOUS 


ARTIST 
Versatile. Agency experience. 
prehensive layouts, finishes. Ideal 
man for medium sized agency, studio, 
manufacturer, lithographer. Address 
Box 1793, ADVERTISING AGE, Chgo. 


Copywriter, production and contact— 


Com- 


4 yrs. exp. all phases agency pro- 
edure Know sales promotion, mer- 
handising. Trained pblic speaker. 
Age 32. Agency or manufacturer. 


Box 1783, ADVERTISING AGE, Chgo. 


LETTERS—LISTS—REPORTS 


Sales letters that “tell & sell’ com- 
posed to fit F.T.C. regulations. Mail- 
ing lists (new) compiled to fit sales- 
plans. Special personal reporting 
service on any Washington activity, 
statistical or representative. Write 
for valuable information No. 47. Ex- 
ecutives Promotion Service, Wash- 
ington, D. C 


Artist Ye. Desire Pos. in Agcy. Exp. 
ayout, lettering and design. Able to 
plan campaigns, contact and deal with 
ustomers, oe pens. offer. Ref. and 
samples on req 

Box 1791, ‘ADVERTISING AGE, Chgo. 
Wanted—A New Deal! Artist with 
12 yrs. layout, lettering and design 
experience. Consistent creative ability 


understand merchandising. Desire 
permanent job with future. Samples. 
Box 1794, ADVERTISING AGE, Chgo. 


COPYWRITER—ACCOUNT MANA- 
/ER—VISUALIZER. 7 yrs. executive 
positions McCann-Erickson on Stand- 
ird Oil, Ford. Wants agency or adv. 


lept. position. Now with small Mid- 
West aqenes. 35, married, available 
now or Sep 

Box 1795, MDVERTISING AGE, Chgo. 


What-Have-Yout Employed young 
juntry weekly editor, widely experi- 
enced, is looking for wider field. Col- 
ege educated, practical printer with 
fair for selling. Stanley K. Iverson, 
Morehead, Kentucky. 


SPECIAL SERVICES 


DOUBLE YOUR OUTPUT 


of direct-mail advertising, without 
increasing your costs! 


Laurel’s Process eliminates costly 
engravings and typesetting, without 
sacrificing effectiveness. Perfect for 
all forms of pictorial advertising lit- 
erature. 

You save because you produce 
whole jobs at less cost than engrav- 
ings alone would come to, if the job 
were printed. 

SHORT ws ty Ey WITHOUT 
PENALTY 
500 COPIES (8%”x11"”) $2.63 
Additional hundred copies only 22c 
All sizes can be furnished. 
Free instructive Manual on request. 


Laurel Process, 480 Canal St., N. Y. C. 


For a trained salesman in New York 
City and Metropolitan Area, just 
phone WAlker 5-0526. No obligation. 


Expands Campaign 
Chicago Distilled Water & Bev- 
ge Company has added radio to 
its campaign in behalf of Dad’s root 
veer. Newspapers are also being 
used. Malcolm-Howard Advertis- 
ng Agency, Chicago, is in charge, 
with Arthur Holland account ex- 
cutive, 


Dippy to “McCall's” 


_George B. Dippy has joined the 
“astern staff of McCall’s, New York. 
ue was formerly with C. M. Rora- 


saugh Agency, Philadelphia. 
1) 
| ‘SENT FREE! 


| We would like to introduce you to 
| & group of 858,483 young buyers who 
| Spend more than two million dollars 
@ week for mere necessities .. . 
$108,454,486 a year to be specific. 
They buy everything that can be 
eaten, applied, dosed, played upon, 
looked at, seen through. saved, used, 
worn—or worn out. They buy what 
they want... and they want plenty. 


We refer to the boys and girls en- 
tolled in 467 High Schools in 33 
states. May we introduce them to 
you? 


SENT FREE ... Just write “Let's 
S¢ve your Catalog’’ on your letter- 
head and we'll send you promptly 
cur latest RATE & DATA CATALOG 
‘or the HIGH SCHOOL MARKET 
which will fully acquaint you with 
‘his group. No obligation. 


Address Richmond Advertising Serv- 
‘ce (Publishers’ Representatives), 26 


Court Street, Brooklyn, N. Y. SD) 


Nylon Hosiery and 
‘Liquid Coal’ on 
View in Chicago 


(Picture on Page 1) 


Chicago, June 8—While coal 
merchants do not expect to enter 
the hosiery or lingerie field, most 
of them were interested to discover 
that their prosaic product has been 
transformed by modern chemistry 
into a pair of very pretty and very 
durable stockings. 

This fabric, called Nylon and de- 
veloped by du Pont at a cost to date 
of $1,000,000, was on display at the 
American Retail Coal Association 
convention here this week. 

Coal, air and water are the ingre- 
dients. The result is a shimmering 
pair of two-thread sheer hose 
which, when compared with some 
of the brands marketed today, is 
practically indestructible. Nylon 
will not be marketed for a year, 
du Pont has reported, and when the 
hose first appear they will retail for 
about $1. Within two or three years, 
it is expected that this price will 
come down to 25 or 35 cents. The 
product may also be used in other 
feminine lingerie apparel. 

Miss Naomi Anderson, well 
known Chicago model, appeared 
twice daily at the convention to 
permit a view of the hose in actual 
use. 

Another new development in the 
coal industry is “colloidal coal,” a 
liquid made out of coal waste prod- 
ucts. This has been developed by 


the research foundation of Armour 
Institute of Technology and has not 
yet reached the commercial stage. 


Coal Refailers Seek 
Producer Support 
for Industry Drive 


(Continued from Page 1) 

tary of the association which closed 
its convention here today, said that 
while little definite action had been 
taken during the year, prospects are 
more favorable toward the drive 
than they were then. The big goal 
of a $4,000,000 advertising fund, 
based on a one-cent per ton appro- 
priation, will probably not be 
achieved, but it is very likely that 
producers in certain sections may 
launch territorial campaigns of their 
own. 


Local Interests Protected 


He referred to the Illinois pro- 
ducers as potential sponsors of a 
newspaper drive in the five states 
which they serve. These producers, 
he added, can make their own 
agency selection and spend their 
money in key newspapers of the 
territory. 

Many obstacles have faced the 
association in past years, Mr. Rob- 
erts emphasized, and its inability 
to start the drive to date has not 
been due to half-hearted effort. 
Plans were under way as far back 
as 1934 when the NRA brought 
them to a halt. After this, other 
barriers were the first Guffey act, 
the Guffey-Vinson act and a tem- 
porary indication that advertising 
allowances would not be permitted. 

There is no legal barrier in the 
way of campaign plans now, he 
said, and it is hoped that producers, 
many of whom are currently dis- 
turbed by dissolution of the Na- 
tional Bituminous Coal Commission 
and a transfer of its jurisdiction to 
Secretary of Interior Ickes, will 
nevertheless find time to pay some 
attention to promotion problems of 
the industry as a whole. 


Regulation Troubles Many 


Many convention addresses in- 
cluded somewhat gloomy predic- 
tions as to prospects for regulation 
at the hands of Secretary of the 
Interior Ickes. The association’s 
president, Lee Attridge read a letter 
from the Secretary in which the 
latter promised “a vigorous admin- 
istration of the Guffey-Vinson coal 
control act.” 

Other convention speakers em- 
phasized the industry’s need to 
bring its sales techniques up to date 
and to realize that conditions are 
not comparable to those of two or 
three decades ago. 

Frank Hoke, vice-president of 
Holcomb & Hoke Mfg. Co. Com- 
pany, Indianapolis, declared, “The 
future of the coal business depends 
upon the ability of both the stoker 
industry and coal industry to mer- 
chandise coal in the face of compe- 
titive fuels.” 

The coal industry, he added, was 
once content to let the consumer 


buy coal. Now it is faced with the 
alternative of selling coal to the 
consumer or letting competitors 


take the business. 

One of the most dynamic of all 
the speakers was L. L. Shoemaker, 
director of marketing of the Na- 
tional Cash Register Company. Mr. 
Shoemaker bluntly told the ARCA 
members that in the four years 
since he had moved into a new 
home, he had yet to receive a so- 
licitation from a coal dealer. 

“If a business isn’t worth adver- 
tising,” he declared, “advertise it 
for sale and get out of it.” 

He urged the industry to “sell” 
both service and romance and to 
devote less emphasis to price. “Price 
has a place in selling,” he com- 
mented, “but it is not first place.” 


Selling Undergoes Changes 


Selling now, he stressed, requires 
far different techniques from those 
of other years. Flashing a sheaf of 
dollar bills, he declared, “I’m not 
a rich man, but I used to carry a 
few of these around with me when 
I spoke at various sales meetings. 
When I would offer them to the 


audience, I usually got a polite 
‘Thank you.’ 
“Now it’s different. Just last 


week, I asked a girl in the audience | 


what she would say if I offered her 
a dollar bill. Her answer was: 
‘What’s it for?’ And I’ll bet that 
I couldn’t even sell ten-dollar bills 
for one dollar if I stood in the lobby 
of the Sherman hotel here.” 

Mr. Shoemaker still had the bills 
when he finished his remarks. 


NEW ENGLAND DEALERS 
HEAR AGENCY EXPERT 


Boston, June 6.—Too many coal 
dealers sit back and wait for 
weather conditions to force their 
customers to buy coal instead of ac- 
tively promoting their product, John 


C. Dowd, president of the Boston | 


advertising agency of that name, 
told the New England Coal Deal- 
ers Association in convention at 
Swampscott last week. 

Mr. Dowd cited linage figures of 
leading Massachusetts newspapers 
to assert that coal is under-adver- 
tised and that because of this it 
would be easier for an enterprising 
dealer to dominate the field. 

A Boston coal company, he said, 
has done this for two years with an 
annual advertising expenditure of 
approximately $2,000. Its results 
have been’ threefold: Customer 
turnover has been reduced, new 
customers have been added and 
sales have been kept in profitable 
balance both as regards type and 
size of coal. 

“Coal is under-advertised,” he 
declared, “because most dealers 
spend too little. The first coal dealer 
in any community who spends 
enough on advertising his products 
and service will therefore get more 
than his money’s worth. 

“He will get double value. 
the natural, usual reward that 
comes from consistent, planned ad- 
vertising in any field of retailing. 
Second, the extra result power that 
comes from weak advertising com- 
petition.” 


Weedon, Veteran 
of Utility Field, 
Dies in Chicago 


Chicago, June 7.—John F. Wee- 
don, retired advertising manager of 
the Peoples Gas Light and Coke 
Company, died June 5 at his home 
in Wilmette, Ill, following an ill- 
ness of a few weeks. He is sur- 
vived by his widow, Elizabeth Wee- 
don, six daughters and a son. Fu- 
neral services were held today, 
with interment in Memorial Park, 
Evanston, IIl. 


Native of London 


Nearly 71 years old, Mr. Weedon 
was born in Mayfair, in the west 
end of London, England. He was 
educated in the 500-year-old school, 
Christ’s Hospital and worked as a 
telegraph operator and a _ ship’s 
clerk before coming to New York 
in 1886. He held various positions, 
including newspaper work, before 
starting his long career with Peo- 
ples Gas in Chicago. 

He began as a laborer in one of 
the gas plants, did clerical work, 
became an accountant, then entered 
the advertising department. In 
1920 he was appointed advertising 
manager for Peoples Gas, a posi- 
tion he held at the time of retire- 
ment in December, 1933, after 
completing 44 years of service with 
his company. 


House Organ Pioneer 


Mr. Weedon started the employes’ 
magazine, the “Peoples Gas Club 
News,” was its first editor and pio- 
neered in numerous employe ac- 
tivities of a social and educational 
nature. In October, 1919, he started 
the “Peoples Gas Gazette,” a pub- 
lication that has become an insti- 
tution and which has been the 
model for many similar company 
house organs throughout the coun- 


Mr. Weedon was active in pub- 
licity and advertising work with 
the American Gas Association, the 
Public Utilities Advertising Associ- 
ation, and other organizations. Al- 
Ways a great reader, he cultivated 
a desire to write early in his youth. 
He contributed many articles to 
trade journals and publicity and 
advertising publications. His chief 
hobbies were literature and the 


First, 


theater and he was a _ veritable 
storehouse for stories of actors and 
writers. 


MOXIE PRESIDENT DIES 


Arlington, Mass., June 6.—Francis 
E. Thompson, 74, president of The 
Moxie Company, died at his home 
here yesterday. He became head of 
the company in 1904. 


F. W. TUFTS TAKEN 


Kokomo, Ind., June 6.—Frank W. 
Tufts, advertising and sales promo- 
|tion manager of Continental Steel 
Corporation, died here last week 
‘following an appendectomy. He was 
48 years of age. 


TIEMEYER DIES” 


Cincinnati, June 6.—Herbert H. 
Tiemeyer, 47, well-known commer- 
cial artist here, died last week of a 
heart attack. He was with Procter 
& Collier Company until the agency 
was discontinued in 1936, when he 
and Robert Rupp established Tie- 
meyer & Rupp Art Studios. 


Cook Joins “Look” 


Harold W. Cook, formerly na- 
tional sales counselor of Ross Fed- 
eral Research Corporation and 
Point of Sale, has joined the New 
York office of Look in a sales 
capacity. 


@ It's always our desire to core 
through for you one hundred 
percent. We have the finest 
modern equipment, and an up- 
to-the-minute organization, with 
a reputation of producing the 
finest engravings, ad-setting and 
printing. Our day and night 
3-in-] service enables us to 
deliver the finished job—on 
scheduled time—at a definite 
saving of TIME, TROUBLE and 
MONEY. We think and act in 
terms of results. That's why we 
are successfully serving so many 
of the leading advertising agen- 
cies and advertisers. Let us 
demonstrate the value of Faithorn 
COMPLETE SERVICE to you. 
Our representative will gladly 
show you samples of our work. 
Simply phone, Wabash 7820. 


Exceptionally well fitied to submit ideas, 
make layouts, prepare sketches and draw- 
ings—through every step of production. 


The production 
on this reduced 
advertisement 
was handled by 
Faithorn Corp. 


A 

ear ‘ 
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“SS 


ALWAYS 


THE FINEST AT FAITHORN 
FINEST ENGRAVING 
FINEST TYPOGRAPHY 
FINEST PRINTING 


You can use one or all—just as you wish, 
but all are here, ready to serve you... 
Speed, economy and satisfaction assured. 


FAITHORN 


CORPORATION 


504 SHERMAN STREET - CHICAGO 
TELEPHONE WABASH 7820 
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DAY AND NIGHT SERVICE 
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Buffalo Conclave 


Hears Feminine 
Likes and Dislikes 


Buffalo, June 6.—Consumer edu- 
cation loses its actual value unless 
the consumer can utilize it at the 
point of sale, it was emphasized here 
today by Mrs. W. E. Fribley, presi- 
dent of the Chicago Housewives 


League, in an address to the Busi- 
ness-Consumer Relations Confer- 
ence. 


sumer education work, was one of 
several such representatives to par- 
ticipate in the conference. Other 
addresses will be found on Page 1 
of this issue. 

Recalling the early experiences of 
Chicago housewives, who delved 
into the problem of making dollars 
go further through consumer edu- 
cation, Mrs. Fribley said that it took 
“more persistence than you would 
believe,” to approach stores with 
this information. 


Cites Questioners’ Problem 


“It still takes persistence and real 
courage,” she added. “Clerks still | 
answer questions with ‘Our buyer 
says.’ If a housewife can take the | 


Mrs. Fribley, well known in con- | time and has the temerity to ask | 


for the owner or manager, or the 
department buyer, she is greeted 
with the most injured attitude. 

“The management fails to under- 
stand that it is not a question of 
the integrity of the firm. If house- 
wives have seemed unreasonable in 
their insistence on labels giving 
facts, in nouns, not adjectives, it 
may be because of this lack of 
trained and sympathetic personnel.” 

Other representative consumers at 
the conference included Mrs. 
Thomas H. Hazlehurst, of the 
American Association of University 
Women, and Mrs. Frederick J. Mof- 
fitt, president of the Buffalo and 
Erie County League of Women 
| Voters. 

Mrs. Hazlehurst said that women 


are not very much interested in 
brand names any more, because the 
same name is used on things of dif- 
ferent quality, and “because there 
are so many different brands that 
one could eat peas of a different 
brand every day in the year to see 
which were the best.” 

“How many people here,” she 
asked, “could tell which is the larg- 
est in peas or asparagus—Jumbo, 
Giant, Mammoth or Colossal?” 


Label and Package Woes 


Other practices which she said 
women resent, include the great 
number of can sizes, flavorings lab- 
elled in drams instead of ounces, 
}and raisin, chocolate or baking pow- 
| der sold in 7-ounce packages in- 


339,303 


Des Moines Sunday Register read- 


er families—22,763 more than in 


1937. 


*6 Mo, A.B.C., March, 1939 


More than a 


| eld 


As usual all 


nday circulation 


Daily Register and Tribune circu- 


lation 295,304—also a new high. 


gains made without 


premiums or any hypodermics and 


at increased 


subscription prices. 


The Des Moines Sunday Register’s 


53% coverage of lowa families 


enables advertisers to influence 


the $700,000,00 - a - year retail 


sales of this 


whole rich state at 


one low cost. 


© | dresses 


| 

stead of 8-ounces, or 15-ounce cans 
instead of 16-ounces. 

| Mrs. Moffitt pointed out that 
while consumers, if they are femi- 
nine, often don’t know just what 
they do want, they are certain that 
it does include truth in advertising. 
And this, she added, means truth 
in the spirit as well as in the letter 
of the word. 

She criticized copy appeals of a 
pseudo-scientific nature, outright 
falsehoods and “blood and thunder” 
radio programs. She asserted that 
this does not imply a desire for 
dry, stereotyped copy, pointing out 
that “we do want skillful art and 
clever phrasing in our advertise. 
ments. We revel in the appeal that 
a well-written advertisement may 
stress.” 

“The truth,” she emphasized, 
“may be made just as attractive as 
‘the half truth and the truthful ad. 
vertisement may not read like ap 
old time tract that had all the 
‘umph’ of a legal notice.” 


Louisville Editor 


on Program of 
N.Y. Publishers 


Rockville Centre, N. Y., June 7-— 
Tom Wallace, editor of the Louis. 
ville Times and a vice-president of 
the American Society of Newspaper 
Editors, will be the principal speak- 
er at a joint meeting of the New 
York State Publishers Association 
and New York State Associated 
Dailies to be held at Lido Country 
Club, Long Beach, L. I., June 25-28 

The Kentucky editor will address 
|}a banquet Monday night, to which 
members of the New York City 
Publishers Association have been 
invited. The two newspaper or- 
ganizations will hold their first 
meeting on Long Island at the in- 
vitation of James E. Stiles, pub- 
| lisher of the Nassau Daily Review- 

Star and president of the Associated 
Dailies group. 

A tour of state parks and park- 
ways, a day at the World’s Fair, ad- 
of welcome by Robert 
| Moses, president of the Long Island 
State Park Commission, and Grover 
Whalen, are other features of the 
program. 


Business Papers 
Show Gain of 
0.87% for May 


Chicago, June 8.—A total of 10/7 
business papers have reported an 
increase of 0.87 per cent in display 
advertising for May, according to a 
tabulation published this week in 
Industrial Marketing. Volume for 
the first five months of the year is 
5.5 per cent less than for the com- 
parable 1938 period. 

Seventy-five papers in the indus- 
trial group reported a decline of 0.4 
per cent in the May linage and 2 
drop of 6.4 per cent in five-month 
volume. 

A total of 21 trade papers re- 
ported a May increase of 7.18 per 
cent and a five-month decline o 
| 0.83 per cent. Class papers Tre 
| ported a gain of four pages for May, 
jor 0.58 per cent. For the five-month 
period, this group is 8.2 per cent un 
der 1938. 


Druggists Start Drive 
The Boston Association of Reta! 
| Druggists has launched a radio cam- 
paign to help increase public know! 
| edge of the function of the druggis' 
| The campaign is under the supe! 
| vision of Edward L. Cushing, asso 
|ciation president, and J. Bat 
Thompson, of Thompson & Thomp- 
son. 


Sta-Lok to Bauer 

| Sta-Lok Mfg. Company, We 

Palm Beach, Fla., manufacturer © 
garage door controls, has appointe? 

| Adrian Bauer Advertising Agen° 

Philadelphia, to handle its adverts 
ing. 


Minnix Joins Vitalic 

John E. Minnix has been 4P 
pointed advertising manager 0 : 
talic Battery Company, Dallas, Te*» 
manufacturer of automobile, radio 
)a ind farm light storage batteries. 


J 


wor? > > -. > 


i ‘ SSE “ie : : , ; “sf ‘ ayer ees RDS Sas. SS ghlety 2 , ag - oo: ee ips, ¢e i. aks vs Shy = oy Ee FS ee baa 
ary ins Poe * axe ‘ Ste 2 . . 4 
a = 
= ‘ $$$ $< — L i = 
4 er ee Se eee mimi a (2+ j —_ at ee " 
i i 
a Pe 
F | 
| q 
; 
* 
i 
a 
= 
ie 
a2 
¢ ‘i = — — ———EEEEE ~ - = — 
fel : _ . 1 ERA See Ms a Syl Sg BE ale et ‘ ROPES a A OY Pee PE. eS 4 Rae? ¥ Be lle, Sen : SS ees ; 
; be, EM ie ee : ey ii ae f° i ie , i Bg Fad j CL¢ * Pps: a ae i Mad fe ye ie tye ts “ee “4 Pat ae page #, om, ¥ ee ~ Se - Ps oa Oe ee ve 5 eee Pegs 
ee Bt, ; , ea ae 1 i : : ; y Vp Me te gt je 3 % 
ee sen o ‘ bs ‘, ee ‘ 4 i 4 en i& os 8 ‘ 5 
. ae © ae wig 1G ge ge 4 J ie e ee ¢ ha ‘ : e. is 
Be * 1 oe bs j : ey Fn Greg eR PE. BALE 
. a ae ¥ ; ‘ ; fir in y ; ee % is fe ‘ > ee ae * 
% ‘ Ps, J : Ps type a Ps yg " ba 4 ot %% eo Pts. 
+ aa i ; te, 4 4 A i. eek © 3 : ede 
‘ ee i, } 2 ae , Pe ere ; 
‘ ; Mtg i > . : é ; a - Sela 
; j § m ee y t Z - te a ae bi a bat 
: <4 7 y iy sed - hey ua yok ee (fs ee. 
be ihe ; S He Kae Mins ae i ag he : 5: 
& "iy Z & "7 bs et ie A 4 Pees < : # Se 
_ ya 4 4 he C4e she 4 ‘ iY ie 
NO RB Ee ag ti a 
7 a 2" a $%., Pg eee % k See png ge i 
= 5 i oR Fs , ee ‘ ns J « P 
ii, * & ss phe . P: z i gma: ; : ; Sad 
pes Ff P , : 4 : : : a * git bi ‘ th . 6 
ear he # , Soe E: B & i F a, 
oe aa Meg 4% pig te ae F sis é ; TS Ae 
ne , = . 4 *, nie yas > de Se # a 
— gene ae es , ay i a eee ¥° ‘ mae 
: ‘ hy i  & - y ae 4. ee he Ue i y. 
poe “a : f me © * y bg Z e 
is ‘ c » . <t is i % * aoe 4 
nd ‘ me 7 . A + 
‘ ; “ Te le ie f ; (ra) 
a Paths, 947", | : : 
ren) ‘ i“ AN F be Fi ” 6 ge Po) “ 2g at a ; 
; ™ : ie ig? “ Ss qty 2 3 ian ie a : Po Fe B — 3 ag etees Ee Pe Samra Fs Se Sag TF * j Biaeh x , a 
. te ge ek eg A a ee) 8 oe CP oe so 
¥ : ; 3 Pi ee e np ie * Pi ke, es 
¥. y a , ; a Pade te” epee We ee OS agi) 
ee —s. | “eo ey? ye é § ‘ Fi 
as Se ae ae 
cae tt sie, 4 og o * ny ‘> gt 
paae:. fe aed a oe pans + = 
aa Wal yt, See’ . (ope ea “et . ee 
. ’ 4 rer % * Y hi eros a 8 ee KS ey 
e a eer? of ane Pik * Z = re i San s.& & ety bd 
=e Cy m2) oe ; ; AP al fy & rs . 
“ye | | PRE CRE See 
Peay: © decals hee ¢ ig x Y i j <a 
i hae . ‘ vs tin pe Paes / Ps 
' ; ee, a x ae a oot id + my £ Hf 
7 , 4 a = a z es Se a eo 4 
os, 2a ee gs i il <— Pe} “aD ‘a! 
unt es ate s é ‘s 
: ” ea eae eee” fF = ae ” 
: 2 ie eee Bs x . : ie Pe dee ‘a me 
al SP Aas 2 fe. A Be, te. Pet 25 Pate un ; et 
_ 4 Ei "a 3 we rs “y , ie : Pe mg eet , 4, =a Z F 
z Ms 4 aa TEs ee a ; fs * 
> (a, Be f , Le! & £45 *% ; at, —_—_—_—— 
\ fg Tg aE E. Ce 
= es fet Bi 4 - ’ , * ¢? iz + 
™ gt. Fe ah 4 A mt a P 
- hae tJ , "~ fT. i f ‘ “ te 
_e y Pa 4 iM 4 oe ee SF . A! ; ra hgt ¢ A 
eS 7 ; pt he ‘age rie §.. - aa ‘ —_ ; ‘“ 
=e : é. pas? re af tiled f ae Se te ay "2 , hak oO : ,* ' 
> ee oO > A , i P, ye} ~ oS Fo "4 iy . J 
Ye x4 roe P ; : ee ’ 
: J? > a it, ee tae a oe. * = if SF, , oak " 
(SM CCS MEY, gor FE LA », = 
‘we OP wae Be! te 2 Bue aes = 
; Se i RE f i . 
_ oe ae xf Pa ; be ay > as rs ee ee —-_ 
a Ae . i sip ‘A P + ae i. 
ig oes lad) edi 
; 4 lie ee ‘fe i i” 4, ‘ * “ieee y 
<"; ao ee ~~, oy oan 
; bie . ‘ a eet 4 } = 
- rt ae fy, “ee am | bb 
“3 = ro ng ry Peg.” 4 ' a *y . 
a ee, & mS ee . ’ : 
“* : er cy <9  / ’ r roa 
, 3 Die: oh ith emer 3: 
Pe OME Pee lo f t 
>, yeti ss og bs "7 gh FOE : ‘ r. , . .< eg ‘ 
ara: ew *_ i d —_— & oo & Mak og 
J . 5 awe tie ee . . ; a, 
a s i oe 7 b. Qeail a \ Po ae 
oe 2 ee : 
= 7 ¢ ® "> 
. ee OE © a *, , P. y 
B oa wd . ee s eo P ~~ re i Ns 
: . a =) ila rads et " : o ; . i aos 
P -- _— ; Udy 
. 28 ae 4. ’ es 
«eee ‘ 4 ~~ * im ne 
ae, P * a ~ . 4 
— a y - > at ~ " : ‘ 
j a sg : . on < ; di * = dy —_ 
= ee . ; oa , ve : 
a 7 7 ve =. Hy 
F 4 s ; ‘ ‘ ale f 
i * oY a ~~. ? 
* - ’ — 
ot a { 7 * - 
— e 
: ° > bs * ‘ > ie > * 
. as o ‘ ‘ < be BP 3 * « 
: a . - » mre m. . 
— eo me - “@ . 4+ * j ' > . Se . ' 
_— be “ a ae ‘ : 
ae , ’ ~ ™s m . / 7, ? ¥ e 
a ig ‘% an “- af CO we Ts ak ; 
; - ; >. ‘*K ay : oy, oe ho t eel. —— | 
’ Pes *: 5 . 7 - . eat 
ée ul, pif | 
a. 3. Pe eb fs a ee Em nigt tes , a 
ita Sapa i @ oe > P. — TS al a rx “ a . * ¥ F a 3 ‘ 
bah —_— se } . ~ ‘af ” Rpt y > j ce ~ —— ™ ; 
omy ~ ~ Le wre! 2 el ge 4 
— tt es aw a x ~% ey 
4 > mo, = - 4 bo 4 + = . . 2 ‘ ' 
= te en te Ds 4 ¥ Se Up -_ ’ i 
TZ << ere A fee Ae va , 
ae I. Bee : Wy me * pad > “ ah ee = yt ae al Lee 
ko 3 : he , P “ "oie . 
wat Sho és ? eae es . ane . - 
. ‘ — ‘hire ae > ea oe ae we, , - . ‘>. 
; < ty —a i a . wy 7 Fi 
a eds - <i ae R 1 f * t : / > , ~* Yr * 
> ‘ » as _ . % 7 es ae be: + sf j 
> E 2? r . + . " 
a . * 6 7 . Km = x , 4 
> E: *, — « : . r*.. 
r ‘s & | a "ay = a ¥ AB 7 SR, i 4 ; 
ex ite gaa wie +a va 2 “ epee 
: 7 bi. ae pie ae =r te : : os ; ae , 
‘ valet a F Beka 4 ‘ ay ae ‘ 7 ‘ ’ 4 2 aan x 
- Se 4 5 ¥ gers = f ¥ —_ axtiage / 4 =! 
: os 2 : i ee : , a : ———— sae , 
+ ‘ ree H E it —- fay ah? ‘ as 
“ae Hie a ae ST Olid” ee re E i Pee 
ie: r gag ss ae ? 
a The Ol i $s | 
dj a a 7 eS a : a ts al 
‘ we ai as ai z ne : : a . a c P * a: 
. ai 4 a - ; Y °° Z « s 
| a  NOW-More than a Third of a Million Crculatom ty 
= j — ae . Pl m . ri eat ; ; i ‘ 
LBs or 
Ee rie dee 
nes . é 
vas ss U8, < 4 
. Sie ‘ ; : te ; : . i . é ’ et > an : i ae 4 eee =o a > ae . Soe 
: : eft y pd = . : se é > 2 ia . y ve Z ere wo : 
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ADVERTISING AGE 


PHOTOGRAPHIC REVIEW 
OF THE WEEK 


CIRCULATION MEN IN ANNUAL FROLIC 


fod 


At the third annual outing of the New York Circulation Round Table (left to 
right): J. E. Blackburn, McGraw-Hill; A. J. Cavanagh, Haire Publishing Company; 
A. J. Kane and H. C. Henderson, McGraw-Hill; J. G. Wilcox, Hardware Age; 
Arthur G. Gibbs, McGraw-Hill; William Maas, Jewelers’ Circular- Keystone; H. E. 
McCandless, Simmons-Boardman; Arthur H. Dix, The Iron Age; J. Chasin, 
Printers’ Ink; W. H. Fredricks, ABP; John Zeliner: 


H. N. Gemmill, McGraw-Hill. 


REALISM STRESSED 


MERCHANDISING BEGINS IN THE LABORATORY 


A progressive note in modern merchandising is shown here by McKesson & 
Robbins. To assure the closest possible cooperation between product research 
and creative advertising staffs, the company installed its art department in the 
laboratory of its Bridgeport, Conn., plant. Conferences take place frequently 
on such subjects as therapeutic claims, label instructions and package design. graphed in eight colors. The lady stands 

Increased efficiency is said to be the result. five feet, one inch high. 


Majestic Radio & Television Corporation, 
Chicago, has begun distribution of this 
life size bathing girl display unit, litho- 


AGENCY MEN HONORED OFFERS 20-YEAR SURVEY OF PROGRESS IN ADVERTISING DESIGN 
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Harry G. Hoffman and Wilford York, 
partners of Hoffman & York, Milwaukee, 
receive the Lee Ringer trophy for out- 


all thefe years fll! brings in the money! 


standing service rendered during the 

past year to the National Advertising 

Agency Network at St. Louis convention. 
(Story on Page 19.) 
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% e i Design developments of the past 20 years were outlined in this fashion by DeForest 6. Dodge advertisement, 1938, “meets all specifications"; 7. Paul Jones layout, 
r be TE \tsson Oil and Snowdrift Company, Starrett, president of the Society of Typographic Arts: |. Layout by Oswald Cooper, “good advertisement a year ago and good 25 years hence"; 8. Container Corpora- 
‘es wa oo ectures possenetiies won 20 years old, called “perfect in style and execution”; 2. Phoenix hosiery advertise- tion, “distinctly modern, story told with dignity and interest’; 9. Editorial spread, 
ries. "own in arts and letters as exponents ment, “best of post-war copy”; 3. Wesson Oil layout by Rene Clark, 1928; 4. Marcus June 5 issue of Life, “most modern pena. 4 of good advertising.” Other details 


of the salad blending art. & Co. design by Rockwell Kent, 1928; 5. Hartford Fire Insurance Company, 1929; of Mr. Starrett’s presentation will be found on Page 25. 
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Ty THE ONLY SUNDAY NEWS- 
y A PAPER IN CHICAGO WITH A GAIN! 
= & 

YT BH EF 

. eo “ = From September, 1938, through May, 1939, the Sunday 

f ¢ ° “ Herald and Examiner gained EVERY month in full run retail 
es os hag Pig advertising—for a total increase of nearly half a million 
Py . wv > lines .. . The other two Sunday newspapers in Chicago show 

s x by oo a loss for this period, establishing beyond doubt that the 

Pes v e > Sunday trend in Chicago is to the Herald and Examiner .. . 

. & yy Py National advertisers, quick to appreciate the meaning of 
s S < such a trend, will take advantage of this good buy. 

YT A AK 
= 2 < 437,839 A.B.C. Circulation in Chicago and Suburbs 
> Py . 508,903 A.B.C. Circulation in the Country 
= | s 946,742 Total A.B.C. Circulation 
8 
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THE SUNDAY 
HERALD 


im EXAMINER 


nal Sr 


NATIONAL REPRESENTATIVES 
TABLOID NEWSPAPER) ADVERTISING SERVICE 


WALTER ROMPEL, General Manager 
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